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@ Wil/ your public relations films 
actually be seen by the publics you want? 


© Be sure you are familiar with 
the best professional film 
distribution services availabl/e. 


See our 13-minute movie “People 
Into Audiences.” tells the 


Story sponsored film distribution. 
There other film like it. 


© For a print of this film, phone 
or write on your business letterhead 
to any of the offices listed below. 


MODERN 


TALKING PICTURE SERVICE 


NEW YORK: LOS ANGELES: WASHINGTON: 


3 East 54th St 1717 North Highland Ave. Seventeen Ten H St., N.W. 
Plaza 8-2900 Hollywood 2-2201 Sterling 3-3377 
CarilLenz Joe Lynch Dick Hough Jack Lalley 
Dick Rogers Ernie Lutz 
Jim Davis 
CHICAGO: DETROIT: PITTSBURGH: SAN FRANCISCO: TORONTO.” 
Prudential Plaza 19818MackAve. 210GrantSt. 444 Mission St. 140 Merton St. 


Delaware 7-3252 Tuxedo 4-6222 Grant 19118 Yukon 2-1712 Hudson 5-4419 
Bill Oard Don Konny Bob Kelley John Brown 


e our new Canadian distribution service. 
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PORTABLE 

VERSATILE 

FLANNEL HOOK SURFACE 
~~ FRONT AND REAR PROJECTION 


EXCLUSIVE TILT “T” LEG 


ADJUSTS IN HEIGHT 


“FLANNEL HOOK” FOR 
USE AS DISPLAY BOARD 


MAT WHITE VINYL 
FOR FRONT PROJECTION 
POLA-VU 

FOR REAR PROJECTION 


© PORTABLE STAGES 
© PROJECTOR CONTROL 
DEVICES 
COMMERCIAL PICTURE EQUIPMENT INC. 
5137 NO. BROADWAY AVE., CHICAGO 40, ILL. 
A SUBSIDIARY OF WILDING INC. : 
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TUNGSTEN (3200K) BALANCE DAYLIGHT LOADING 
FOOTAGE EDOEMARKEO SAFETY FRM © 
SLATIVE HUMIDITY AND 505 


our man in Hong Kong chooses Ansco 


Cameraman: Tom Priestly. Reporter: NBC's David Brinkley. Assignment: Hong Kong. Objective: TV 
color documentary “Our Man in Hong Kong.” There’s color in Hong Kong—vibrant, dynamic, 
pulsing shifting color of crowded humanity in a far-off place. Priestly wanted to bring back all of 
it. That's why he chose 16mm Anscochrome® Professional Type 242 film. Super Anscochrome®, 
E.I. 100, was the film for tough lighting situations and night shots. The result—the faithful translation 
of color, right from Hong Kong to your TV screen. “Our 

Man in Hong Kong” chose Anscochrome Professional film— . A 

and so should you. Whether you're shooting in Hong Kong his, n S CO 

or Hoboken, you'll get better, brighter color footage if you 

do. For full technical information write Ansco, A Division of | Anscochrome Type 242 
General Aniline & Film Corporation, Binghamton, N. Y. 
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JOHN 
SUTHERLAND 
PRODUCTIONS, 


INC. 


LOS ANGELES 
201 North Occidental Boulevard 
Los Angeles 26, California 


DUnkirk 8-5121 


NUMBER 3 © VOLUME 22 ¢ 1961 


No sponsor can afford to miss 

in the conception or execution 

of a film. Our top quality 

creative and production personne/ 
can help the film sponsor hit the mark 


in either live-action or animation. 
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Creatively assisting your 
every autiio-visual need: 


COMMERCIALS &4 SHOWS 
INDUSTRY FILM PROGRAMS 
SLIDEFIL MS 
SOUND RECORDING 
CLOSED CIRCU 
LIVE CONVENTION SHOWS 
YVIDEOTAPI 


FRED ANILES 
PRODUCTIONS, INC. 


1058 W. Washington Bivd. 
Chicago 7 
In Hollywood: 650N. Bronson 
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EVERY PROSPECT 
WANTS TO KNOW: 
“WHAT WILL IT 
DO FOR ME?” 


Train with Slidefilms 


The timeless truths for successful sell- 
ing are often ignored. Salesmen fall 
into habits of stressing product or 
service facts when everyone knows 
it's the benefits to the buyer that 
create the big sales orders. 


“SELLING THE END 
RESULT FIRST” 


trains salesmen how to apply this 
most powerful of sales strategies. .. 
gives ways and means of building 
presentations for maximum effective- 
ness. Here are the tested ways for 
hitting harder, to develop a higher 
percentage of sales from calls. It's 
one of a series of six color sound 
slidefilms: — 


“SELLING IS 
MENTAL" 


that provide you with tested mate- 
rial for 18 resultful sales-training 
meetings. 
Write today 
for details 
concerning 
a preview 


= 
BETTER 
Selling Bureau 


A DIVISION OF ROCKET PICTURES, INC. 


6108-B Santa Monica Boulevard 
Los Angeles 38, California 
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“What's 


your Pleasure, 


Everything you need to 


complete your film—from 


Gentlemen’?”’ 


ates 


location... 


studio services: 
Editorial 

Creative Editing 
Dialogue Cutting 

Music Cutting 
Conforming 

Preparation of A&B Rolls 
Hot Splicing 

Syncing 

Cutting Room Rental 


Art and Animation 

Storyboards 

Graphic Art 

Cartoons 

Hand-lettered Titles 

Hot Press Titles 

Title and Animation 
Photography 


Music 

Optical Film, 35mm 

Magnetic Film, 35, 1714 & 
16mm, 14-inch Tape 

Disc, 3314 & 78 

Sound Effects 

Sound Recording 

Location Recording 


Narration 
Music Recording 


Post-dubbing 
Transfer 
= Interlocks 


\4-inch Sync Tape 


Screening 
16mm Projection 
35mm Projection 
Interlocks 


Facilities Include Optical and 
Magnetic 35, 17'5 & 16mm, 


Studio to laboratory services 
is here in one, convenient 


laboratory services: 


Developing Processes 
COLOR: 
Negative EK 16mm 
Positive EK 16mm 
Ektachrome 16mm* 
Kodachrome 16mm* 
Ansco 16mm* 
*Processed by film manufacturers” 
local plant 
BLACK AND WHITE: 
Spray Picture Negative, 
16 & 35 mm 
Spray Sound Negative, 
16 & 35mm 
Newsreel Negative, 16mm 
Spray Picture Positive, 
16 & 35mm 
Immersion Positive, 16mm 
Reversal, 16mm 


Printing 
COLOR: 
Kodachrome, 16mm 
Ansco, 16mm 
EK Internegative, 16mm 
EK Positive, 16mm 
Reduction, 16mm 
Blow-ups, 35mm 
Optical, 16mm 
orkprint, 16mm 
Masters, 16mm 
Answer Prints, 16mm 
Release Prints, 16mm 


BLACK AND WHITE: 
Dupe Negative, 16 & 35mm 
Master Positive, 16 & 35mm 
Reversal, 16mm 
Reduction, 16mm 
Blow-ups, 35mm 

Optical, 16mm 

Track Prints, 16 & 35mm 
Work Prints, 16 & 35mm 
Answer Prints, 16 & 35mm 
Release Prints, 16 & 35mm 
TV Spots, 16 & 35mm 


Miscellaneous 
Edgenumbering 
Print Cleaning 
Peerless Treatment 
Magnetic Striping 
Reels 

Cans 

Shipping Cases 


Write, phone or wire for information and quotations on any and all producer services 


byFrOn /motion pictures 


1226 Wisconsin Ave., N.W., Washington 7, D.C., FEderal 3-4000 / 1220 East Colonial Dr., Orlando, Florida, CHerry 1-4161 
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WQNORTON} 


ABRASIVES 


Norton’s Complete Film Program Benefits from 
Trouble-Free Kalart/Victor Projectors 


It is quite a tribute to the perform- 
ance of Kalart/Victor projectors 
when they are first choice of a firm 
with as much audio-visual experi- 
ence as Norton Company. 

Norton Company, a leading pro- 
ducer of abrasives, has been using 
motion pictures for 35 years. Ever 
since 1926 when Norton's first film 
was made, motion pictures have 
played an increasingly important 
role in the company’s sales promo- 
tion, training and public relations 
activities. For example, the Norton 
School of Grinding uses a series of 
16mm sound films especially pro- 
duced to help in training the firm’s 
own sales personnel, its distributors’ 
salesmen, and foremen and super- 
visors of companies who work with 
Norton abrasives. 

If you have an active film pro- 
gram such as the one at Norton 
Company—or are now building up 
to it— Kalart/Victor projectors have 
a lot to offer. Here are a few specifics. 


world's most experienced 
manufacturer of 16mm sound projectors 


VICTOR ANIMATOGRAPH CORP. 
Division of KALART ¢ Plainville. Connecticut 


They feature forward and reverse 
projection, and stop-on-frame for a 
brilliant still picture. Such complete 
control over film movement is espe- 
cially valuable when showing train- 
ing films. They are built for maxi- 
mum dependability with mirimum 
maintenance. Lubricationisrequired 
only once a year. Kalart/Victors 
also safeguard valuable film from 
damage. They are the only projectors 
with Safety Film Trips, a patented 
device which detects trouble and 
automatically stops film movement 
before damage is done. 

Kalart/Victors are outstanding on 
other counts, too. They run quietly, 
without distractions. Picture quality 
and sound reproduction are superb. 

Compare Kalart/Victor with other 
leading 16mm sound projectors and 
see for yourself. Call your Victor 
Dealer for a demonstration soon. 


FREE BOOKLET ————— 
Tells how industry profits from sound 


films. Send today for your copy. 
Dept. 153 


RIGHT off the NEWSREEL 


Close-Ups and Long Shots on Noteworthy Names & Events 


Nat'l Advertisers Name Hoy 
Chairman of Audio-Visual Group 

Ralph L. Hoy, Director of Mo- 
tion Pictures and Exhibit Man- 
ager, Aluminum Company of 
America, has been named Chair- 
man of the Audio-Visual Commit- 
tee of the Association of National 
Advertisers. He succeeds John K. 
Ford, Film Manager, Public Rela- 
tions Department, General Motors 
Corporation. 

—a Basic Text on Audio-Visuals 

Among the Committee’s recent 
projects is the publication of “The 
Why, What and When of Audio 
Visuals.” This illustrated report 
which describes the effective use 
of some 75 audio-visual communi- 
cations tools was prepared by 
William J. Connelly, Assistant Ad- 
vertising Manager, Union Carbide 
Plastics Company, under the aus- 
pices of the Committee. 

The report is available to those 
outside A. N. A. membership for 
$5.00 with discounts available on 
orders for two (2) or more copies. 


* * 


New York Investors Acquire 
Camera Equipment Co., Inc. 
Camera Equipment Company, 
Inc., has been purchased by a 
group of New York investors 
headed by Robert B. Bregman. 
The company, which manufac- 
tures, sells and rents cameras and 
other professional photographic 
equipment for the motion picture, 
television and photo-instrumenta- 


Alcoa’s Ralph Hoy, new leader of 
ANA’s Audio-Visual group. 


tion industries, will continue with 
the same operations and policies 
as before. 

Frank C. Zucker, president of 
Camera Equipment Company, an- 
nounced that he and other mem- 
bers of the present management 
group will continue as officers and 
employees of the acquiring corpo- 
ration. 

Plans for the expansion of the 
present business of Camera Equip- 
ment Company in the camera and 
electronics fields, both through in- 
ternal growth and acquisitions, 
have been formulated. 

Robert B. Bregman is Chair- 
man of the Board of Venture 
Capital Corporation of America, 
listed on the American Stock Ex- 
change. 


Twenty-five-year veterans of The Jam Handy Organization received 
gold watches at the company’s recent annual meeting. (I to r) Jamison 
Handy, president; Joseph Artz, exhibits construction; George Jacobs, 
projection; Charles Nasca, set designer; William Selmeier, exec. asst.; 
Frank Goldman, writer-producer-director (medical); Frank Reynolds, 
arts planning head; Elmer Voltz, motion picture dept. head. Absent: 
Roger Fenimore, Pierre Mols, Rose Mullenbach, Mary Parr, Emil 


Sonntag. 


(More Newsreel Items on Page 12) 
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ALL THIS EQUIPMENT...AND MUCH, 
MUCH MORE IS AVAILABLE FROM 


HTS, GR 


IPS, PROPS 
WNKIES, ARCS, DIMMERS, CABLES, BOXES, 
HREFLECTORS, DOLLIES, MIKE BOOMS, NETS, 
OCATION UMBRELLAS, WATER COOLERS, FLAGS, 
CENTURIES, SCRIMS, HYDRAULIC STANDS, PARALLELS, 
DIRECTORS CHAIRS, MANY OTHER ITEMS—YOU NAME IT... 


For io years, leading producers have depended on 
Charles Ross for all their production needs. At a 


mortent’s notice, you can get the lights, props, grip 


equipment and generator trucks from the largest sup- 
pliers of motion picture, TV and industrial photo- CG EN ERATOR TRUCK Ss 
graphi€ equipment in the East. At Charles Ross, you'll AND TRAILERS 


sink Addie production schedule requires — 1800, 1600, 1000, 750, 300. 200 Amp. D.C.. 
yeveryt 100, 50, 30, 20 Amp. A.C. 


actors of course. 
etore you shoot your next pictute, dial Charles Ross 


us know your requirements . we'll be happy R TA LS 


(V) moment's notice! SALES SERVI CE 


333 West 52nd Street, New York City, Circle 6-5470 


Lighting the Motion Picture Industry 
INC. Since 1921 
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Murray Nawdich 


Thanks to the 

remarkable developments 

in high speed photography 
there is no motion 
that cannot be reduced 
to a snail’s pace 
for the purpose 
of detailed study... 


And there is 
no film processing laboratory 
as well prepared as General 
to handle the exacting 
requirements of this specialized 
branch of photography. 


GENERAL 
FILM LABORATORIES 


1546 ARGYLE, HOLLYWOOD 28, CALIF. /HO 2-6171 
CENTRAL DIVISION/106 WEST 14th STREET 
KANSAS CITY 5, MISSOURI/GRAND 1-0044 
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HESE EVENTFUL MONTHS in- SENESS SCRE 


cluded the recent Annual 
Meeting of the Industrial Audio- 
Visual Association, in Chicago, 
and the American Film Festival 
proceedings, in Manhattan. Pic- 
tured on this page are new officers 
and recently-elected members of 
IAVA as well as scenes from the 
Film Festival’s active program. 
Next month, this department 
will report events at the Industry 
Film Producers’ annual meeting in 
Santa Monica, Cal., held on June 
2-3, and other notable events. But 
this month’s “picture-of-the-year” 
nomination goes to Cliff Hanna’s 
valiant try in Detroit (below) . . . 


Industrial Audio-Visual Association officers-elect (/ to r): 
Minneapolis-Honeywell (secty.); Don Caterpillar 
(asst. secty.); W. H. Pratt, Jr. A T & T (first vice-pres.); Ken Penney, ay 


Daffer, 


Minn. Mining (president); Jim 


Above: Fred C. England of The 
Jam Handy Organization accepts 
Blue Ribbon Award from Elliott 
H. Kone, past president of the 
Educational Film Library Assn. 
at the American Film Festival 
where JHO filmstrips won two 
first awards in Arts and Science 
& Mathematics groups. 


Below: at the recent American Film Festival in New York, a pro- 
gram on “The Filmstrip—Cinderella of the A-V Field” was witnessed 
by a capacity audience which heard leading producers, saw their work. 
Planners of the evening pictured (l to r) were: Hy Schwartz, Kalart Co. 
v.p.; panel chairman Irene Cypher, New York University; Peter Yung, 
of Elektra Film Studios; Anne E. Cotter, of Filmscope; and Hans 
Moeller, of the National Film Board of Canada. 
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IAVA president Ken Penney (I) 
receives congratulations from re- 
tiring president Al Morrison of 
the Socony-Mobil Oa Co. 


Harold 
Peterson, 


Craig, GM (second vice-president). 


Above: Walt Hardy of Autone- 
tics tells I[AVA members how 
closed circuit TV reaches 25,000 
employees at his company. 


Left: [AVA president Penney (I) 
at annual dinner with program 
chairman Frank Greenleaf and 
vice president W. H. Pratt, Jr. 


Above: these new IAVA members (/ to r) are: Robert L. Applegate, 
Burroughs Corporation; B. D. Gill, American Oil Co.; W. A. Smith, 
U. S. Steel (Research); Milton W. Sebring, Norton Company; and Wal- 
ter V. Hardy, Autonetics Div. of North American Aviation Co. 


At right: Close the gates 

of mercy department: Pro- 
ducer Cliff Hanna of Video 
Films, Detroit, holds mike 
as announcer Jim Garrett, 
recovering from hip opera- 
tion in a Detroit hospi- 

tal, narrates slidefilm for 
Monroe Auto Equipment Co. 
P. S. The Monroe dealers 
loved it, Cliff says. 
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MOTION PICTURES 
AS EVIDENCE 


| Mow: Pictures, when relevant and 
properly authenticated, are admissible 
in evidence to help establish the scenes 
_ Or events they depict. They are competent 
_ evidence, not subject to the objection that they 
are hearsay or that their admission violates 
_ the best evidence rule. Their admission is a 
| matter within the discretion of the trial court. 
_ He may decide that they will confuse, rather 
_ than aid, the jury, or that they are prejudicial 
| to an extent which outweighs their usefulness 
| in proving an issue. On the other hand, an im- 
_ proper exercise of this discretion to exclude 
_ such evidence may be ground for reversal. 
_ Motion pictures, like any other evidence, 
_ must be relevant to be admissible in evidence; 
they must tend to prove or disprove some issue 
_ in the case. Where a film contains irrelevant 
_ and prejudicial matter, the trial court is gen- 
erally under no duty to separate the good from 
the bad, and in its discretion may exclude the 
entire film. 


Witness Must Authenticate the Picture 


A motion picture is not admissible in evi- 
dence unless a witness identifies the persons, 
objects or places picturea and testifies that the 
film fairly and accurately depicts a scene or 
events that he personally observed. This ex- 
trinsic evidence is the indispensable authen- 
ticating element necessary for the admission 
of motion picture films. In addition, it is cus- 
tomary to show the circumstances of the tak- 
ing, developing and projection of the films as 
part of the authentication. In this connection, 
there may be evidence of the skill and experi- 
ence of the photographer; the position of the 
camera; the type, adjustment (i.e., lens settings, 
etc.) and functioning of the equipment used; 
the lighting and weather conditions in which 
the pictures were taken; the custody of the 
film; the manner of development and printing; 
and the equipment used and conditions of its 
exhibition to the jury. 

The extent of the authentication required in 
any given case varies with the form and sub- 
ject matter of the films to be shown, the pur- 
pose behind their introduction, and the willing- 
ness of the trial judge to exercise his discretion 
to admit such evidence. Detailed testimony of 
the matters outlined above is not always neces- 
sary, but is often presented nevertheless in 
order to avoid quibbling and to impress the 
jury with the importance and accuracy of the 
motion picture evidence. 

Similar to Evidence of Still Photos 
It has been said that the preliminary proof 
_ required for the authentication of motion pic- 
| tures is similar to that required for still photo- 
_ graphs. (As to the authentication of stills, see 
Photographs, Am Jur Proof of Facts; also 
9 ALR2d 899.) On the other hand, it has been 


GEO. W. COLBURN LABORATORY, Inc. (CONTINUED ON PAGE SIXTY-TWO) 


ICA 6, ILLINO! *Reprinted from American Jurisprudence of 
ee = Facts, Annotated, Volume 8, published by the 
Bancroft-Whitney Company and the Lawyers 
COMPLETE LABORATORY SERVICE FOR 16 MM / EDITING / RECORDING / WORK PRINTING / 


Co-operative Publishing Company. All rights 
& MM & 16 MM RELEASE PRINTING / TITLING / 35 MM SLIDE AND FILMSTRIP SERVICE reserved. 
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Lew Jacobs 


Murray Lerner Larry Madison Ira Marvin 


ctors... 


Marvin Rothenberg 


Lloyd Ritter Mickey Schwarz Victor Solow Chuck Wasserman 


“Film is a director’s medium’”’...and the largest permanent group of experienced, 
gifted directors in the commercial field are on staff at MPO. The awards so consistently 
won by this group is tribute to their talent . . . but beyond awards, and more important 
to the sponsor, is their ability to creatively interpret the client’s message and transmit 
it through the film medium. 


MPO Productions, Inc., a subsidiary of MPO Videotronics ri 15 East 58rd Street, New York 22, N.Y. 
also in Detroit, Chicago, Hollywood 
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Develop Better Supervisors and 
Managers With 


Modern 
Management 
Films 


Make your supervisors better leaders with Modern 
Management Films, produced in full color and sound 
by The Bureau of National Affairs. 

These 16-mm films present typical supervisory situa- 
tions and suggest solutions to supervisory problems in 
an interesting and stimulating way. They are designed 
to precede and encourage group discussions. 

Each film is about 10 minutes long, and is supple- 
mented by a discussion leader’s guide. A 95-member 
advisory panel of leading industrial executives suggests 
subjects and reviews scripts to make sure they are 
realistic and sound in principle. 


More than 1,000 firms have successfully used 
the first Modern Management film, ‘‘LISTEN, 
PLEASE.” We now offer the following films: 


LISTEN, PLEASE...a series of situations in a supervisor's 
typical day which emphasize the importance of listening 
and communicating. 

THE CASE OF THE MISSING MAGNETS... showing how a 
supervisor can motivate employees for better teamwork 
and production. 

INSTRUCTIONS OR OBSTRUCTIONS... Dr. Paul Pigors of 
M.L.T. demonstrates the primary task of supervision: 
giving orders and instructions to others. 

THE CHALLENGE OF LEADERSHIP... a dramatic demonstration 
of leadership. Designed to stimulate supervisory thinking 
about leadership skills. 


Available for purchase or rental. 
Use coupon below for preview in your own office. 


Modern Management Films 


The Bureau of National Affairs, Inc. 
1231 24th Street, N.W., Washington 7, D.C. 


= 


Mail to: Bureau of National Affairs, inc. 
1231 24th Street, N.W., Washington 7, D.C. 
We would like to receive the prints indicated for executive 


preview at your earliest convenience. We understand that 
the service charge for previews is $10.00 for a single film; 


0 Listen, Please 
0 The Case of 


$15.00 for any two films; $17.50 for any three films; and $20.00 Rae 
for ali tour fiims, when ordered and shipped together. We 

also understand that preview service charges may be applied 0 Instructions or 
against either rental or purchase price of the films. We will Obstructions 


undertake to return the preview print(s) within 48 hours of 


The Challenge 
receipt at our office. 


of Leadership 


Name Fite... 
Company 
Address 
City Zone_____State 

() Check for $ enclosed [] Send Bill 637 


Joseph Burger Featured Speaker 
at NAVA Convention, July 22-25 
*& Joseph E. Burger, Director of 
Public Relations for H. V. Noot- 
baar & Company, Pasadena, Cali- 
fornia, will be a feature speaker 
on the program of the 21st An- 
nual National Audio-Visual Con- 
vention at the Morrison Hotel, 
Chicago, July 22-25, 1961. 

Burger’s presentation, “How 
To Get Better,” is the first Con- 
vention program feature to be an- 
nounced. The announcement was 
made by General Convention 
Chairman Mahlon H. Martin, M. 
H. Martin Co., Massillon, Ohio. 

“Packing thirty years of per- 
sonal experience into a dynamic 
presentation,” Martin said, “Mr. 
Burger will show convention dele- 
gates how to do a better job of 
persuading others . . . how to sell 
audio-visual ideas, A-V_ services 
and A-V products to customers in 
schools, churches, and industrial 
and business firms.” 

With a background covering 
fourteen years in sales promotion 
with the Ralston Purina Company 
of St. Louis, and later as vice- 
president and sales manager of 
two other companies in the seed 
and chemical industries, respec- 
tively, and as a former president 
of one of the largest automobile 
dealerships in the Mid-West, Bur- 
ger draws upon an extensive heri- 
tage of selling, merchandising and 
customer-employee relations. He 
has spoken before groups in forty- 
eight states and Canada, and his 
travels have taken him into prac- 
tically every European country, 
including Russia. 

Further details on the NAVA 
Convention or the 1961 Audio- 
Visual Exhibit are available from 
the sponsoring organization, Na- 
tional Audio-Visual Association, 
1201 Spring Street, Fairfax, Vir- 
ginia. ye 

* * * 
DuKane Invites NAVA Guests to 
Visit International Fair Exhibit 


*® The DuKane Corporation has 
announced an exhibit at the 1961 
Chicago International Trade Fair 
which will be held at McCormick 
Place in Chicago. Since the open- 
ing of the Fair coincides with the 
closing date of the NAVA Trade 
Show at the Morrison Hotel and 
since the Fair is being presented 
at the world’s largest exhibition 
hall, it is felt that many NAVA 
guests will want to visit this 
double attraction. 

DuKane will be happy to have 
any NAVA member as its guest 


SIGHT & SOUND 
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NAVA speaker . . . Joseph Burger 


on opening day of this event. In- 
terested parties may make reser- 
vations c/o Howard Turner of the 
DuKane Corporation, St. Charles, 
Illinois. 

Jamison Handy Receives DAV! 
Award for Meritorious Service 
*® Jamison Handy, president of 
The Jam Handy Organization, re- 
ceived the meritorious service 
award of the Department of 
Audio-Visual Instruction of the 
National Education Association at 
the annual convention of the 
DAVI at Miami Beach. 

The citation was presented “for 
outstanding contributions to the 
field of audio-visual education.” 

Mr. Handy developed the docu- 
mented, discussional filmstrip, now 
in wide use in the schools, and 
established in Detroit the first 
clinic for teachers for the measure- 
ment of instruction results in 
visual education. a 

* * 
Norman McLaren Joins Jurors 
at Vancouver's Film Festival 
*%& Norman McLaren, Canada’s in- 
ternationally known film maker, 
will be one of the judges for short 
and documentary films at Van- 
couver’s Fourth International 
Film Festival, July 10-22. 

McLaren is best known for his 
unique animated films, one of 
which, Neighbours, has won eight 
International Awards, including a 
1952 “Oscar.” 

Born in Scotland, McLaren 
trained at the Glasgow School of 
Art before joining the staff of the 
National Film Board of Canada 
in 1939. 

His pioneering technique of 
painting directly on film stock and 
the creation of artificial sound- 
tracks with his pen have made 
his name and films known 
throughout the world. Among his 
other award-winning films are 
Begone Dull Care, Blinkity-Blank, 
Chairy Tale, Fiddle-de-Dee, 
Rythmetic, and Short & Suite. 
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MEDICAL... 


Public 


Corporate image is corporate action. It is motion, on 
the go or in reverse, because ever business is going and 
growing or it is going to be no business in the long 


run. Public relations motion pictures present a cor- : Re | at ! © ns 


porate image doing something worthy, progressive. 


pro-consumer-ish or just plain good neighborly. Pub- 


lic relations motion pictures mirror a company’s good PP 4 Cc t he r Ee Ss 


notions and forward motions. 


by Audio... 


“Among Our Clients . . 


Atomic Energy Commission National Board of Fire 
Underwriters 


American Bosch Arma Corp. 
National Cancer Institute 


American Machine 


& Foundry Co. National Cotton Council 
American Telephone Port of New York Authority 
& Telegraph Co. Schering Corp. 


Babcock & Wilcox Co. E. R. Squibb & Sons Div. 
E. I. duPont de Nemours The Texas Company 
& Co., Inc. 
Union Carbide Corp. 


ie Ethyl Corporation U. S. Navy 
abs The Gillette Company Western Electric Co. 
McGraw-Hill Book Co. Westinghouse Electric Corp. 
: 5 —end many, many others 


PRODUCTIONS, INC. 
FILM CENTER BUILDING - 630 NINTH AVENUE - NEW YORK 36, N.Y. 
TELEPHONE: Plaza 7-0760 


Frank K. Speidell, President Producer-Directors: 


P. J. Mooney, Secretary & Treasurer es Frank Beckwith Alexander Gansell Harold R. Lipman 
Vice-President, Sales: T. H. Westermann ee L. S. Bennetts H. E. Mandell Erwin Schart 
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when your films 
are out of circulation 


.. is the best time for you to have 
us remove scratches, correct 
brittleness, repair sprocket holes, 
remake dried-out splices. 


Then, thoroughly reconditioned, 
your prints will be ready for hard use 
again in the fall. 


Of course, before proceeding 
we tell you the cost...SEND 
US YOUR PRINTS NOW. 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


tomorrow 


superlatively functional motion picture. 


CINE Selections Go Abroad: 


Announee Titles of Pictures 


for International Festivals 
OTION PicTuREsS which will represent 
the United States at various interna- 
tional film festivals this summer have 
been announced by the Committee on Inter- 
national Non-Theatrical Events (CINE), fol- 
lowing recent final screening sessions held in 
Washington, D. C. last month. 

Festivals in Europe where CINE selections 
will be shown include West Berlin, Edinburgh 
and Venice. Two Canadian events, at Strat- 
ford, Ontario and Vancouver, B. C., have also 
been provided with films. 


These Business Films Were Selected 


Among the business-sponsored films going 
abroad are Frontiers, the Dick Durrance pro- 
duction for The First Security Corporation 
(scheduled for both Edinburgh and Venice); 
The Land of White Alice, produced for the 
Western Electric Company by Willard Van 
Dyke (showing at Edinburgh, Venice and 
Stratford); and animated color films titled 
Kleenex Symbol X-Periments, produced for 
Kimberly-Clark by Morton Goldsholl Design 
Associates. 

Submitted as candidates for the Venice 
Chamber of Commerce “Golden Mercury” 
award are the Gulf Oil Company’s film, Un- 
seen Journey, produced by MPO Videotronics; 
a Bethlehem Steel picture, Profile in Steel, pro- 
duced by Mode Art Pictures, Inc. and Color 


Willard Pictures, Inc., a well-established film production company since 1932. 


conservative, or in-between—wWillard has the creative flexibility to make you a 


PICTURES, INC. » 45 WEST 45th STREET + NEW YORK 36, N.Y. - JU. 2-0430 


4) LOOK CAREFULLY and you will find an extended image of 


Willard is tall as a mountain, way-out, newer than 


Whatever your company’s film needs—way-out, bed-rock 
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Collage, produced by the Eastman Kodak 
Company. 

Another Bethlehem-sponsored film, Va- 
cuum Pouring for Better Forgings, produced 
by Audio Productions, is going to Edinburgh 
with Profile in Steel. Seconds for Survival, also 
produced by Audio (for the American Tele- 
phone & Telegraph Co), is showing at Strat- 
ford. 

“Bowling” and “Ballads in Blossoms” 

Bowling, sponsored by Brunswick Interna- 
tional and Mural, Midwest Metropolis, a Sper- 
ry & Hutchinson film, will represent Fred A. 
Niles Productions at the Venice and Stratford 
festivals, respectively. Also sent to Venice is 
the Pasadena, California-sponsored film, Bal- 
lads in Blossoms, a colorful documentary of 
the 1961 Rose Parade produced by the Fred- 
erick K. Rockett Company. 

The North Dakota state-sponsored film, 
Durum: Standard of Quality, produced by Bill 
Snyder Films is among the scientific-technical 
entries for Venice. A number of medical films, 
including Aldosterone and Its Control in 
Edema, produced by The Jam Handy Organi- 
zation; The Inflammatory Reaction, produced 
by Sturgis-Grant Productions; and Muscle Re- 
laxants in Anesthesiology, produced by Mer- 
vin W. LaRue, Inc., are bound for festivals, 
including professional showings at the Univer- 
sity of Padua (Venice). 

Among the non-sponsored documentaries 
going abroad are Potomac Films’ A Time of 
Migration; NBC-TV’s The Coming of Christ; 
TiME’s Primary; and two Nathan Kroll pic- 
tures, Night Journey and Casals. yy 


or the backbone of conservative cinema style. 
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* ANNUAL INDUSTRIAL FILM AWARDS- 
conducted by the publishers of 
Industrial Photography magazine. 


Of the fifteen 1960 Industrial Film Awards, ten went to films shot 
with Arriflex 16mm and 35mm cameras...a record unmatched by 
any other camera! A record approached only by Arriflex’s winner- 
majority showing last year. 


Why Arriflex? Simply because the Arriflex does the job better and 
more easily, faster and more economically! You ought to try one 
of these world-famous motion picture cameras soon. 


FOR LITERATURE OR DEMONSTRATION 16 
AND ARRIFLEX 35MM CAMERAS, WRITE T 


[s\ [2 | [A E x 257-3 PARK AVENUE SOUTH, NEW YORK 10,N.Y. 


WEST COAST: 826 NORTH COLE AVENUE, HOLLYWOOD 38, CALIF. 
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See the difference... 


when 16mm Color Specialists process prints! 


over 


it takes something EXTRA to have the 


At COLOR REPRODUCTION Company 
We Aim to Please ...and with 
22 years of specializing exclusively 

in l6mm Color Printing, our 
COLOR PRINTS have long been the 


Standard of the 16mm Motion Picture 


Industry — and that’s straight 


from the horse’s mouth! 


= 


REPRODUCTION COMPANY 
7936 Santa Monica Blivd., Hollywood 46, California 
Telephone: Oldfield 4-8010 


U. S. Steel Reports Audiences, 
Favorite Films in 1960 Programs 
* Audiences totalling more than 
31 million—about one-sixth the 
population of the country—saw 
United States Steel Corporation 
films in 1960. 

A total of 59,000 showings were 
made to a wide variety of organi- 
zations and the general public dur- 
ing the period. In addition, there 
were presentations in 25 foreign 
countries. 

Of the 42 U. S. Steel films cir- 
culated, three were introduced in 
1960. They are Curtain Time, 
produced by John Sutherland, 
which tells how an architect uses 
curtain wall steel construction in 
an industrial building; Modern 
Steel Making, also a Sutherland 
production, depicts basic proc- 
esses in producing steel, and The 
Movable Bridge, which features 
the construction of a large vertical- 
lift bridge at Houghton, Michigan. 

Most popular film for non- 
theatrical showing was Mackinac 
Bridge Diary, produced by The 
Jam Handy Organization, and 
viewed by 812,000 persons at 
4,460 showings. 

The top drawing card for U. S. 
Steel during the year was the in- 
ternational award-winning Rhap- 
sody of Steel, another Sutherland 
production, seen by more than 14 
million persons in the nation’s 
theatres. This animated Techni- 
color featurette tells the story of 
primitive man’s discovery of me- 
teoric iron, gives highlights in the 
history of steel, and ends with the 
metal from heaven returning to 
outer space in the form of a 
rocket. 

Motion picture subjects cover 
steel operations, research, fabrica- 
tion, construction, agriculture and 
industrial safety, Some are on 
topics of general interest, such as 

U. S. Steel’s role in the recovery 
and production of coal chemicals, 


_and others are on highly special- 


ized topics, such as how to build 
a modern steel fence. Distribution 
of the films is handled by five 
film centers around the country. 


PROFESSIONAL 


TITLE Typographers 


Hot-press Craftsmen 


SINCE 1938 
Write for FREE type chart 


KNIGHT TITLE SERVICE 


145 West 45th St., New York, N.Y. 
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COMPACT 


PROVEN DEPENDABILITY...PLUS @ 
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For your VAST 


motion picture 
distribution! 


4 


continuous-repeater 


SOUND ¥ CARRYALL PROJECTOR 


with Self-Contained rear projection 9” x 12” SCREEN 


THE MOST 
BRILLIANT 
COMMUNICATIONS 
INSTRUMENT 
EVER! 


ONLY 


Mark | Playback and recording 
_ Mark Il Lightweight—Playback only 
Mark fil Console type with large screen 


PRINTED IN U.S.A 


VICAUDIO OFFERS YOU 


choice of models designed for your needs. Nation- 
ally serviced, leased, rented, sold and guaranteed. 


ark IV For your convention or permanent disp 


The first self-contained continuous sound 8 mm motion picture projector . . . 
set up in seconds for brilliant performance in any lighted room, for most effective-use 
in Teaching, Telling and Training! 

Designed around the superlative Kodak Sound 8, a 500 x screen magnification to 
9” x 12” is obtained through the patented and exclusive Vicom Visual Image Compensator, 
the same as used in the finest theatres in the country. Now everyone can benefit from 8 mm 
print economy, and the trouble-free performance of our continuous magazine. 

Automation ingeniously engineered for uniform . . . complete . . . to-the-point 
presentations. Kodak dependability and quality, with 8 mm economy for almost twice the 
coverage with the same total print budget. 


Gentlemen: 


We are interested in the Vicaudio Sound 8 for Mark | [| Mark ll [] 
Mark Ill ["] Mark IV ["] installations, and plan to use films per 
year, each approximately minutes long, and would appre- 
ciate a demonstration [ ] and quotation [ Our producers are: 


A 


ae. 
BE! 


~ 


No other 
rear projec 


offers all 


these feat 


for use in 


e business. . 


e school... 


e home... 


e church 


Postage 
Will Be Paid if 
Addressee 


VICAUDIO' 


PROJECTOR 


Self-contained 9 x 12 rear projection screen 
Conventional projection—no need to change the lens 


Up to 30 minutes continuous magazine with smooth, 
trouble-free magnetic striped 8 mm prints 


Standard 400 ft. reels 

Threading and running within seconds 

16 & 24 frames per second 

Separate controls for motor and lamp 

Forward and reverse projection, “still,” fast power rewind 
Timed, repetitive projection, optional 


Sound reproduction of high fidelity not often surpassed, 
even in 16 mm sound 


Sparkling sound recordings on magnetic striping, 
unmuddied by distorted lows and highs 


Easy-to-use recording controls 
High-impedance microphone and phono inputs 
Microphone and phono cord optional 

Safety erase lock 


: No 
by Postage Stamp 
Necessary 
fA If Mailed in the # 
United State 


BUSINESS REPLY CARD 


First Class Permit No. 3622, Sec. 34.9, P. L. & R., Rochester, N. Y. 


VICOM, INC. 
70 Aberthaw Road 


Rochester 10, N. Y. 


BUSINESS 


with Foolproof continuous operation 


10” x 2” oval speaker in projector case 
External speaker or home sound system outputs 


Microphone and phono outputs may be used separately 
or together for recording commentary or music 


Projector can be used as public address system 
New 500 watt internal reflector lamp 

Approx. 150 hour lamp life 

100 lumens output 

f|1.6 projection lens, coated 


For the 500 times magnification required on the rear 
projection screen an entirely new patented, wide-angle 
system has been added, with magnificent edge-to-edge 
sharpness 


Full light—no visible fall off 
Greater depth of focus—no refocusing— 
High and low control of lamp brilliance 


Cooling capacity fan is capable of dissipating up to 1000 
watts 


Sales & Job Training 
Sales Calls Safety Service Programs 
Advertising Public Relation TV Film Presentations 


Commentaries Point of Purchase Instruction Manuals 


SCHOOL 
Classrooms Small group teaching 
Individual Teaching § Language Lab 
HOME 


Playback of purchased, rental, or free films 
Production of personal movies 


MAT BE IN ANT 


a 

THE VICAUDIO COMPACT SOUND 1S NEEDED IN... 


The Auricon Camera is a jewel 


THE LINE 

OF 16MM PROFESSIONAL 
CAMERAS 


CINE-VOICE 
100 FT. RUNS 2-3/4 MIN 
$967.00 @ UP 


AURICON ‘"PRO-600 SPECIAL” 
400 FT. RUNS 11 MIN. 
$1295.00 @ UP 


AURICON “‘PRO-600" 
600 Fr. RUNS 16-1/2 MIN. 
$1456.25 & UP 


AURICON ‘'SUPER-1200 
1200 FT. RUNS 33 MIN 
$4149.00 @ UP 


GUARANTEE 
All Auricon Equipment is sold 
with a 30-day money back 
Guarantee and a 1 year 
Service Warranty. You must be 
satisfied! 


WRITE FOR 
YOUR FREE 
COPY OF THIS 
74 PAGE 
AURICON 
CATALOG 


GET BEHIND AN 

AURICON “SUPER-1200". 
.- and know the real 

satisfaction of filming with 

a truly Professional Camera! 

> 

. FOR JEWEL-LIKE PRECISION IN FILMING ROCK-STEADY MOTION PICTURES! 


The Auricon “Super-1200”, like all Auricon 16mm Professional Cameras, is a superb picture-taking instrument. 
Every precision-engineered part of this finest of all 16mm Cameras is carefully built and assembled with the 
rare watch-maker skill of old-world craftsmanship, combined with modern, space-age know-how in optics and 
electronics. The Auricon “Super-1200” actually contains jewels in the Camera-Gate! This polished Sapphire 
Film-Gate is guaranteed frictionless and wear-proof for in-focus and scratch-free pictures, regardless of how 
much film you run through the Camera! Among the many professional features of the “Super-1200” is Reflex 
Ground-Glass Focusing through the Camera lens. All this, and high-fidelity, optical or magnetic, single-system or 
double-system sound-recording capabilities which are unmatched by any other camera in the world! Write 
for free, illustrated Auricon Catalog fully describing this rare jewel of fine craftsmanship. 


BACH AURICON, Inc. 
6210 Romaine St., Hollywood 38, California 
2-Oe31 
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AURICON ...THE PROFESSIONAL CAMERA - STANDARD OF THE 16MM SOUND INDUSTRY SINCE 1931 


| TWA Schedules Showing of First 
Run Features on Long Jet Flights 


_%& Trans World Airlines has an- 
_ nounced that it plans to show first 
| run, full length movies on two of 
_ its long range jet flights. The com- 
pany plans to start showing the 
| films, some of which are to be 
_ pre-release features, July 19, on 
_ its New York-Los Angeles and 
York-San Francisco runs. 
| Showings on international flights 
_ are scheduled to begin August 16. 
The idea of showing movies 
was tested several months ago, 
and TWA decided to equip its 
long range jets for film runs after 

| receiving favorable passenger re- 
sponse. Headsets carry sound to 
viewers who will see the films on 
a screen suspended from the 
cabin in the first class area only. 


* * * 


Jack Lieb Productions Takes 
Over WLS Studios in Chicago 


®& Jack Lieb Productions and a 
companion firm, Sonic Film Re- 
cording, Inc. (Producers Film 
Studios) have occupied the com- 
plete studio facilities formerly oc- 
cupied by WLS Radio at 1230 
West Washington Boulevard in 
Chicago. 

The extensive new facility on 
the top floor of the West Wash- 
ington building includes several 
large studios, extensive office 
space and has been re-equipped 
for the specialized sound facilities 
which this organization has pro- 
vided, in addition to its filming 
work in the field of business and 
industrial motion pictures, slide- 
films and television commercials. 
The new Chicago telephone num- 

_ ber is CHesapeake 3-2600. Wy 


* 
| Modern’s Chicago Library at 
| New Location; Lusk to Manage 
®& Modern Talking Picture Serv- 
N ice’s Chicago film library has 


moved from 216 East Superior 
NIa7@naH Street to 160 East Grand Avenue. 
The new telephone number is 
467-6470. 
Jack Lusk, formerly with 
Swank’s Inc. (Modern’s licensee 
in St. Louis), is the new Chicago 
library manager. Calla McLellan, 
former manager, is now at Mod- 
ern’s New York headquarters. 


THESE ARE SOME OF THE COMPANIES WHO HAVE SEEN FOR THEMSELVES © ‘+ + 

HOW EFFECTIVELY THEIR VISUALSCOPE PRODUCTION WORKED FOR __ Koster Completes Fund Picture 
THEM. IF YOU WOULD LIKE TO SEE HOW A VISUALSCOPE PRODUCTION CAN _ 2 Reserve Officers Assn, 
WORK FOR YOUR COMPANY, CALL........ . . MURRAY HILL 3-3513 Koster Film Facilities, which 


houses complete production and 
VISUALSCOPE INCORPORATED. 103 PARK AVENUE. NEW YORK 17. N. Y laboratory facilities in SE Wash- 


MOTION PICTURES ... WIDE SCREEN FILMS ...FILMOGRAPHS ... VU-GRAPHS ... PICTURE-RHYTHM imgton, recently produced a fund- 
SLIDE-MOTION ... SPECTACULARS ... SLIDEFILMS... SLIDES AND FLIPCHARTS. _ ‘raising film for the Reserve Of- 


| ficers Association. 
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reasons why we think 
we’re the best in the business: 


FIRST, we think your film should be handled by experts. That’s why 
we employ the largest staff of color film specialists in the motion 


picture industry— people who take extra care with every job. 


SECOND, we know you want flexibility of presentation. That’s 
why complete processing and release print service is provided for any 


size film— all your requirements will be satisfied. 


THIRD, we think you appreciate fine products. And Technicolor 
traditionally offers the ultimate quality in film. 


CONCLUSION: Your films can be processed only once, and you 
want the job done right. We have 46 years of experience in the art of 
manufacturing world famous color projection prints. You don’t take 
chances with Technicolor. 


TECHNICOLOR CORPORATION 


Sales Department, Motion Picture Division ¢ 6311 Romaine Street, Hollywood 38, California « Tel. HO/lywood 7-1107 


NUMBER 3 © VOLUME 22 « 1961 


Technicolor is a Registered Trademark 


4 
ii 
*. 
q — ty 
- 
vs 
: . 
hs 
21 


FOR 


e Easy access! 


Inspection 


Editing 


Storage 


REEL NEWS 
FILM MEN! 


Certified Storage 
for 500,000,000 feet at 


BEKINS 
FILM SERVICE CENTER 


e Complete records! 
e Prompt delivery anywhere! 


Services provided include 
Distribution 

Grading & Cleaning 

Repairing & Rejuvenation 


Scratch Removal 
Protective Coating 


Commercial Insertion 


Call Bekins today 
for Certified Service! 


BEKINS 
FILM SERVICE CENTER 


1025 N. Highland + Hollywood 38 
HO 9-8181 


Film for Surgeons Introduces 
a New Operative Technique 


Sponsor: Don Baxter Laboratories. 


TITLE: Intermittent Peritoneal Dialysis, 25 
min., color, produced by Parthenon Pic- 
tures. 


*& The film medium, as a means of presenting | 


information to many people quickly, is being 
utilized for the first time by Don Baxter Lab- 
oratories to acquaint surgeons with a new 
emergency operative technique employing cer- 
tain Baxter products. 

Intermittent Peritoneal Dialysis is described 
in the film by Telfer B. Reynolds, M.D., of 
the University of Southern California School 
of Medicine, who is a nationally recognized 
authority on the procedure, and who also 
performs the operation as it appears in the 
picture. The procedure, the necessary equip- 
ment, applicable situations and precautions 
are fully covered. 

Intermittent peritoneal dialysis replaces the 
older continuous method and is used in acute 
renal failure and in certain instances of bar- 
biturate and other poisoning cases. Prior to 
the perfection of this technique, such situa- 
tions required the use of rather complex arti- 
ficial kidney machines, generally found in on- 
ly the larger medical centers. 

The new technique can be performed by 
any physician without resort to complicated 
equipment and with little more than basic in- 
struments. The dialysis does not require the 
use of even an operating room, and once the 
correct procedure has been established by a 
doctor, competent nursing help may conduct 
the treatment. 

The film was shot in Ektachrome by Par- 
thenon Pictures, Hollywood, with “Cap” Palm- 
er, executive producer; Duane K. Wacker, 
director, and Robert J. Martin, cameraman. 

Parthenon’s production coordinator Shirley 
Hartman comments, “Actually, as straightfor- 
ward medical films go, this probably has more 
production value than most—and we were 
lucky in that our doctor was sort of the Jeff 
Chandler type.” 

16mm color prints of /ntermittent Perito- 
neal Dialysis are available on a free loan basis 
to interested surgeons or groups from the 
sponsor, Don Baxter, Inc., Glendale, Calif. 


Pioneers in 


SOUND / FILMSTRIPS 


and 


SOUND RECORDING 


for 
Industry ¢ Commerce 
Education Government 
Human Relations 


RECORDER & REPRODUCER CORP. 
1533 Cherry St., Philadelphia 2, Pa. 
LOcust 3-2010 


Your film problems are OUR 
problems. Let us meet your 


schedule with our personal- 


ized service. 


QUALITY 
yw SERVICE 
vw SPEED 


We offer the film producer 


all these services under one 


roof. 


SUPERIOR CONTROL 
In Black & White and Color: 


e 16/35mm 


e@ Reduction and Contact 
Printing 


e Reversal Developing 

e Editing and Conforming 
e Cutting Rooms 

e Edge Numbering 


A New Free Booklet is available that 


will be helpful in budget preparation 


and the handling of pre-print mate- 


rials, 


33 W. 60 St., N.Y. 23, N.Y. 
COlumbus 5-2180 
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THE FILM CENTRON MAKES 
FOR YOU WILL BE TAILORED 
TO YOUR NEEDS. 


JUST WHAT '\ 
WE NEEDED. 


WELL, YOU GRASP THE 
PROBLEMS. NOW ITS UP TO 
YOU CENTRONERS TO 
PRODUCE A FILM THAT 
ANSWERS THEM! 


HEAR THAT? 
CENTRON! 
THEY DO THOSE TERRIFIC 
SALES MEETINGS. Alm 


WOULD YOU BOYS 
LIKE TO SEE 
OUR NEW FILM? 


NO CHORUS GIRLS 


IT'S NOT AT ALL LIKE THE FILMS 
CENTRON HAS DONE FOR PHILLIPS 
PETROLEUM, MONSANTO, THE. 
AMERICAN MEDICAL ASSOCIATION, 


r films that meet your needs 


YEH, BUT LET'S LOOK AT IT FROM 
THE COMPANY'S VIEWPOINT. 


centron 


WEST 


‘THE ADGET COMPANY DECIDES TO MAKE A SALES FILM 
To REALLY WHAT CENTRON CHORUS GIRIS J ( \ 
(CONGRATULATIONS) | | 
/ Tals CENTRON 
FILM WILL SELL | 
ADGET'S GADGETS 
AND OTHERS. = LIKE CRAZY! 
A GIRLS » few | 
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You'll score it better with 
HI-Q, because... from 


composition to finished 


production, HI-Q is de- 


signed for film scoring. 


It's not only the largest, 


most varied library of 


high quality film music 


available; but the only 


one specifically com- 


posed for films. Each 


music cue cross-refer- 


enced for your con- 


venience. On Capitol 


Records’ famous 12° LP 


vinylite discs and on cor- 
responding 15 ips tape. 
Mail coupon for com- 
plete HI-Q information. 


CUSTOM 


Capito! Records-Library Services 
Hollywood and Vine 
Hollywood 28, California 


Firm 


Address 


City 


State 


In Canada: S. W. Caldwell, Ltd. 
447 Jarvis St., Toronto 5, Ont. 


WASHINGTON FILM COMMENTARY 


by Mary Finch Tanham 


Washington Correspondent for Business Screen 


CCORDING TO Leon Goure of the RAND 
A Corporation, probably the most knowl- 

edgeable man outside of the Iron Cur- 
tain about the Soviet’s tremendous, relatively- 
unknown civil defense program, audio-visuals 
are constantly in use for training the Russians 
to survive. 

Since 1938, films and slides have been used 
in increasing numbers in cities and communal 
areas and in the many mobile exhibits and 
projection units which are sent to rural areas 
to acquaint the population with survival and 
post-attack procedures. 

All USSR citizens in good health, between 
16 and 60, are required to take four courses 
in civil defense. It’s a way of life over there, 
which experts believe has put the Russians in 
an enviable position at the conference table. 


Video Crossfire: FCC Chairman Blasts 
Programs While Educational TV Grows 


Washington is still rocking over the fire- 
works displayed at the 39th annual convention 
of the National Association of Broadcasters. 
On one hand, the Secretary of Health, Educa- 
tion and Welfare announced his endorsement 
of Federal aid for educational TV, saying, 
“We shall recommend legislation to make 
available Federal funds to assist states and 
regions in their educational television plan- 
ning and to aid in the purchase of equipment.” 

On the other hand, broadcasters were bludg- 
eoned by FCC Chairman Newton N. Minow 
who charged that commercial TV was a “vast 
wasteland” and that, in the words of the 
WASHINGTON Post, “there is nothing perma- 
nent or sacred about a broadcast license!” 

Those who deplore “mayhem, murder and 
treacle” on the networks are urging average 
citizens to write to Minow and to report at 
public hearings on the status of local TV. De- 
spite the fact that old-timers say the excitement 
is bound to shake down, many in the capital 
city are wondering whether the regular, rou- 
tine renewal of licenses will continue as in the 
past... 

* * 


New Procedure in Effect as Air Force 


Streamlines Sponsored Film Program 


The Air Force’s big sponsored film pro- 
gram, in which over $850,000 worth of indus- 
try-sponsored educational and informational 
motion pictures are already in production or 
distribution, has been, in part, re-organized 
to further expedite streamlined procedures. 

Henceforth, when a subject for a film is un- 
der consideration, is being held as “exclusive,” 
is being covered by a “letter of intent” or is in 
the initial scripting stage, the Office of Infor- 
mation Services, Pictorial Branch, will handle 
the sponsored film. After final approval of 
scripts and after production has begun, the 
Air Force Services and Support Division will 
monitor the project as usual. 

Rodney B. Radford, Chief, Motion Picture 
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Section, AFOOP, who is well known in film 
circles for his organizational ability in getting 
industry-sponsored film programs off the 
ground, will now turn over his extensive file of 
subjects “under consideration” to the care 
and file of the Deputy Chief, SAFOI, Head- 
quarters, USAF, Washington 25, D. C., who 
should be contacted in the future for all infor- 
mation about this program. 


* * 


1,000 Prints of “Operation Abolition” 
Sold; “Pattern for Conquest” in Work 


* Whether or not you liked Operation Aboli- 
tion, the fact remains that this controversial 
film has spread its message from one end of 
the country to the other. George F. Johnston 
of Washington Video Productions has sold his 
thousandth print and a follow-up film, titled 
Pattern for Conquest, is now in the final script 
stage. James E. Magee has written this his- 
torical film, which will document the course 
of Communism from 1924 until today. Its 
thesis will be, “let us again call ourselves the 
Yankees.” 
* * 


National Export Expansion Program Is 
Outlined in “Exportanities” Slidefilm 


& In 1960, America’s export tab totaled 191% 
billion dollars—mostly manufactured goods. 
It seems like a lot, yet such exports reflect the 
efforts of only about 12,000 exporting manu- 
facturers, or just about four percent of 300,- 
000 companies. 

To boost this total at a time when America’s 
international balance of payments is so alarm- 
ingly unfavorable, the government is endeav- 
oring to explain to the American businessman 
that opportunities in world trade can enlarge 
the scope of marketing operations and increase 
sales and profits. Government’s concept—the 
National Export Expansion program—is being 
communicated through a new 14-minute, color 
sound slidefilm titled Exportunities, sponsored 
by the Bureau of Foreign Commerce. 

The new slidefilm is available on free 


YEARS 


... and more Johann Gutenberg set type the 
same way that most title producers do today. 
Here at Knight Studio, Chicago, where prog- 
ress is important, we set copy by hand to get 
the fine spacing available in no other way... 
here similarity ends as we cast our hand-set 
matrices into NEW TYPE for every frame! 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 
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request from any of the 33 
field offices of the Department of 
Commerce. All of these offices 
have been equipped with fully- 
automatic DuKane sound slide- 
film projectors. Milner-Fenwick, 
Inc., of Baltimore, produced the 
slidefilm. Coordinator for the 
project was Al Seares, president 
of Associates in Management, 
New York City, and a former 
vice-president of the Remington 
Rand Division, Sperry-Rand Cor- 
poration. 


James Gibson 


Jim Gibson to Peace Corps 
as Asst. Dir., Public Affairs 


* For those in the factual film 
field, one of the most interesting 
and _ heart-warming announce- 
ments of the new administration 
has been the appointment of Jim 
Gibson of USDA to the Peace 
Corps. 

Effective May 14th, Gibson left 
his post as Chief of Agriculture’s 
Motion Picture Service and As- 
sistant to the Director of Informa- 
tion to become Assistant Director 
of Public Affairs for President 
Kennedy’s new peace program. 

The new post for this well- 
known speaker, writer, pr and 
audio-visual specialist will entail 
liaison work with civic groups, 
farm clubs, women’s organiza- 
tions, etc. Additionally, he will 
coordinate with film and TV pro- 
ducers on all matters relative to 
future film requirements for the 
Peace Corps. 

Gibson is a graduate of Duke 
University and a career civil serv- 
ant of 26 years with government 
agencies, including the National 
Bureau of Standards, National 
Archives, Department of Army 
and the Department of Agricul- 
ture. During World War II he was 
in charge of training films for the 
Army Signal Corps and, as a 
civilian, was Chief of Production 
in the Army Pictorial Service 
from 1946-1953. For the past 
eight years he has been in Agri- 
culture, heading the huge film 
program of that agency. 
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Al Carrello Becomes Acting 
Chief of Agriculture’s MPS 


*® Al Carrello, former Chief of | 
Production, Office of Information, | 


U. S. Department of Agriculture, 


| 
| 


has been named Acting Chief of | 
that department’s Motion Picture | 


Service. 
ok 


“One Hoe tor Kalabo” Wins 
Wide and Varied Audiences 


®& Case study statistics of good 
business films are one best way to 


“sell” potential sponsors on this | 
medium. For example, One Hoe | 


for Kalabo, produced by Reid H. 
Ray Film Industries of St. Paul 
for the National Machine Tool 


Builders Association, has been re- | 


quested by 88 associations, 300 
churches, 324 clubs, 94 govern- 
ment agencies, 58 hospitals, 381 
industries and six museums. 

In addition, 3,899 schools have 
asked to see the 2714-minute 
color picture which shows, in a 
brief but memorable introductory 
sequence, how long it takes vil- 
lagers in Kalabo, Africa, to make 
one hoe—and what U. S. indus- 
try can do in the same length of 
time. Since 1959, when Reid Ray 
produced the Oeveste Granducci- 
scripted film, it has been shown 
on television 534 times. 


* * 


NASA Announces Four Films 
for “Space Biology” Series 


& The Space Biology Series is the 


title of four new National Aero- | 


nautics and Space Administration 


films, specifically produced to | 
meet a current need in the space | 
agency’s Office of Life Sciences. | 
These filmed interviews with | 
famed scientists include: How | 
Did Life Begin? with Dr. Sidney | 


Fox of Florida State University; 


Chemistry of Life, with Dr. Mel- | 


vin Calvin of the University of 


California; Life on Other Planets, | 
with Dr. Joshua Ledderburg of | 
Stanford University; and Decon- | 
tamination of Space Probes, with | 


Dr. Charles Phillips of Ft. Dei- 
trich, Md. 


These highly-educational, in- | 
formative films, which will be | 


shown to scientific societies, | 


among other groups, were written | 


and directed by Eddie O’Brien 
and produced by Norwood Stu- 
dios of Washington for NASA. 

* 
Strategic Air Command Film 
Takes Viewer on Guided Tour 


*® Nationwide television audi- 


ences will soon be viewing a fas- | 
cinating guided film tour through | 
the Strategic Air Command’s un- | 
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Now-—royalty-free RCA Sound 
e Sound e Editorial 
e Laboratory Services 


Ca 


CAPITAL FILM LABORATORIES, INC, 
1905 FAIRVIEW AVENUE, N. E, 
WASHINGTON 2, D. C. 
PHONE LAWRENCE 6-4634 


WASHINGTON: 


derground command post, the 
only structure of its kind in the 
world. 

This Air Force motion picture, 
entitled SAC Command, is the 
third in a series of new films 
which have, in part, been photo- 
graphed by SAC’s own “combat 
documentation” crews from the 
Air Photographic and Charting 
Service. (Combat documentation 
crews are Air Force units, con- 
stantly being trained to record 
possible disasters. ) 

In addition to TV showings, 
the 14-minute color film will be 
presented to local groups near 
the big Nebraska base and to 
other organizations which have, 
in the past, been personally con- 
ducted through the complex. 
Throughout the film, complicated 
closed-circuit television capabili- 
ties are shown (e.g., TV for glob- 
al weather; TV for early warning 
systems; TV for security). 

And, speaking of security, one 
of the prime purposes of the film 
is to show both friend and foe, 
without revealing security, that 
our great strategic forces are con- 
stantly alert and watchful. 

* * 
Vision Associates to Film 
Rare Chinese Art for USIA 
Vision Associates has been 
selected by the United States In- 
formation Agency to produce a 
film on the unique collection of 
Chinese Art loaned to America by 
the Formosa Government. The 
collection is now on exhibit at the 
Washington National Gallery of 
Art. 

Lee R. Bobker and Helen R. 
Kristt of Vision are currently di- 
recting the filming of this 3,000- 
year-old collection, valued at $369 
million. 

The film will be seen in 80 
language translations all over the 
world. 

Function of Common Market 
Shown in New Trade Picture 

» The European Community, six 

nations with a single common 


market, has sponsored a new film, | 


Europe Without Frontiers, which 
is now being distributed by Asso- 
ciation Films, Inc. 

The purpose of the European 
Community, as shown by the 22- 
minute film, is the elimination of 
barriers to trade and the encour- 
agement of the interchange of 
products, ideas and techniques. 

Based on the free enterprise 
system, the European Community 
(CONTINUED ON PAGE 28) 
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WILL YOUR 
NEW EMPLOYEES 
START ON THE 
RIGHT FOOT ? 


Slidefilms Assure Accuracy 


25 years 
of procres> 


One of the main causes of employee 
turnover is the lack of clear job 
instruction. The supervisors’ careful 
induction of new employees, their 
accurate instruction as to the precise 
job requirements, result in better 
work, improved productivity, and 
greater contentment among the 
personnel. 


“INDUCTION AND 
JOB INSTRUCTION” 
is one of a series of 8 sound slide- 
films especially created to instruct 


on the various facets of the super- 
visors’ role: — 


“SUPERVISOR TRAINING ON 
HUMAN RELATIONS" 


Write today for other 
titles in the series 
and details concerning 
a preview. 


Guided FILM Missiles 
INC. 
6108 Santa Monica Boulevard 
Hollywood 38, California 
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Pictures are important... but words... 


The right words are also important. . . 
For example — words like... 


“We can recommend unreservedly, the 
services of the Princeton Film Center.” 


Thomas A. Crowley, Hospital Division 


*Please write for our brochure Golnenafohmon 


THE PRINCETON FILM CENTER, INC. 


PRINCETON, NEW JERSEY * MOTION PICTURE PRODUCERS and DISTRIBUTERS SINCE 1941 


. 
j 
| 
2 


“HOW TO PREVENT 
OBJECTIONS IN SELLING” 


a “must” film for every 
salesman facing today’s 
tough sales climate! 


Many sales objections can be pre- 
vented if salesmen themselves do not 
plant them. This exciting, new Borden 
and Busse hit, “How To Prevent Ob- 
jections in Selling” shows salesmen 
how to avoid the 5 most common mis- 
takes made in selling presentations: 


..by pointing out the prospect's 
needs without needling him. 


.. presenting sales points smoothly. 
.avoiding excess verbage. 


. avoiding “chip-on-the-shoulder” 
words. 


.. preventing routine objections by 
creating a stronger sales desire. 


Here is a file film addition for your 
sales training program .. . one that 
puts real meat into your sales meet- 
ing . . . one that’s sure to jolt sales- 
men out of bad selling habits. 


This 30-minute, 16mm. b&w motion pic- 


ture is available for outright purchase 
or rental. 


DARTNELL 


1801 LELAND AVENUE + CHICAGO 40, ILLINOIS 
“HEADQUARTERS FOR SALES TRAINING FILMS” 


MAIL COUPON TODAY 


Dartnell Corp. 
1801 Leland Avenue, Chicago 40, IMlinois 


Gentlemen: Please send me information 


about “How To Prevent Objections In 
Selling’ 


copy of Dartnell’s Directory of Sales 
Training Films 


Name Title 

Company 

Address 

City Zone State 
. 
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is composed of Belgium, France, 
German Federal Republic, Italy, 
Luxembourg and the Netherlands. 

Association Films is offering it 
to high schools and adult organi- 
zations. 

* * 
Three-Hour United Detco Show 
for Wholesalers Tours U. 8. 

Watch for national publicity 
this summer on the success of 
those carefully scripted, audio- 
visually slanted sales and promo- 
tion programs for business. At the 
present time, General Motors is 
touring cities with a_ highly- 
acclaimed, three hour extrava- 
ganza announcing the $12 mil- 
lion changeover of 13 brand name 
replacement parts to one, new 
“image” called United Delco. 
This three-hour  wholesaler’s 
meeting was written, produced 
and directed by Eddie O’Brien of 
Washington and is titled, The 
Sight and Sound of Sales. 

* 
New ETL Sound Film Shows 
Aid tor Speech Handicapped 
&® Five to 10 percent of our 
American schoolchildren — a nd 
six million adults—have imper- 
fect speech. Many suffer severely 
from the handicap. Speech pa- 
thologists are scarce and learning 
to speak well is often a long, hard 
road for the afflicted. 

But the age of electronics has 
brought new hope to parents, 
teachers and children in the form 
of a “teaching machine” type con- 
sole called the Monitor ES. De- 
veloped and marketed by the 
Electronic Teaching Laboratories, 
Inc., of Washington, a booming 
new electronic-educational busi- 
ness, this machine aids, not re- 
places, the speech pathologist. 

Details of this new boon for 
schools, institutions and hospitals 
have been filmed in a fascinating 


WASHINGTON FILM COMMENTARY | 


new 15-minute color-sound edu- | 


cational-sales film, The Next 


Voice You Hear. In a very hu- | 


man way, it describes how the 
Monitor ES helps “the next 


voice you hear” to be “a better | 


one.” 
The film was written and pro- 
duced by Stanley Schneider and 


William Naud. Narration is by | 
Dr. William Graham of Catholic 


University’s Department of Dra- 


ma. Photography, editing and | 


sound were provided by Koster 
Film Facilities. 


* * * 


Carpenter Steel Company Has 


New 30-Minute Color Picture 
*® Washington Video Productions 


has just completed These People | 


Know the Steel Business, a 30- 


minute color film for the Carpen- | 
ter Steel Company of Reading, | 


Pennsylvania and _ Bridgeport, 
Conn. The film was lensed by An- 
drew Costikyan, directed by 
George F. Johnston and narrated 
by Bryson Rash. It was scripted 
and coordinated by Oeveste Gran- 
ducci. 
* 


U. S. Army Band and Chorus 


Filmed tor “The Big Picture” 


*® Army’s “Music Men” will be 
on parade in a_ half-hour film 
presentation to be televised this 
fall in The Big Picture series 
sponsored by this branch of our 


armed forces. The U. S. Army | 
Band and Army Chorus are pre- | 
senting music “down through the 


years” of American history in this 
tuneful episode. 

The program is being filmed in 
and around the nation’s capital, 
including historic Fort Myer, Vir- 
ginia, by Norwood Studios. Pro- 
ducer Phillip Martin is personally 
supervising. Captain John Swee, 
Chief of the TV Section, Office of 
Chief of Information, Department 


of Army, is the co-ordinator. | | 


ORIAL and TECHNICAL SERVICES 


ot 


45 West 45th St. 
New York 36 


| Chicago 


PARTHENON PICTURES 


HOLLY WOOD 


AWARDS 


by 


NATIONAL VISUAL 
PRESENTATION 
ASSOCIATION 
(Sales Executives Club of 


New York) 


In the field of 
INDUSTRIAL RELATIONS 


“LOCKED ON”... 


a dramatized documentary for 
Atlas Missile factery workers, 
to help them understand the 
RELIABILITY ASSURANCE 
program and earn their co- 
operation with it. (55 minutes: 
color). CONVAIR/ASTRO- 
NAUTICS 

Merit Award for 

OUTSTANDING 

PHOTOGRAPHY 


“THE CASE OF THE 
BEWILDERED BRIDE” 


Light, gay dramatization to 
earn an appreciation of good 
nutrition practices from Home 
Ec students and young house- 
wives .. . and sell evaporated 
milk. Unusually striking uses 


of 16mm Ektachrome color. (20 


minutes—Sterling Movies). 
CARNATION COMPANY 


Screening prints available 

from offices in Chicago, 

Detroit, Princeton and 
Hollywood. 


PARTHENON PICTURES 
Cap Palmer, Exec. Preducer 

Hollywood 26,—DUnkirk 5-3911 

Princeton Detroit 
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Complete Processing Facilities 
For All Your Film Require- 
ments . . . Color and Black 
and White 


ASSOCIATED 


MON 


NEW YORK 


{DU ART FILM LABORATORIES, INC. 
TRI ART COLOR CORP. 


TRI 


ART \ CORPOR 


245 West 55th St., New York 19, N. Y. » PLaza 7-4580 


IN CANADA: ASSOCIATED SCREEN INDUSTRIES, Ltd. » 2000 Northcliff Avenue, Montreal, Canada 
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QUALITY-BILT 


Film Shipping Cases 


¢ Best quality domestic fibre 
e Heavy steel corners for 
added protection 

Durable 1” web straps 

e Large address card holder 

with positive retainer spring 

Sizes from 400’ to 2000’ 

OTHER “QUALITY-BILT” ITEMS: 

Salon Print Shipping Cases 

Sound Slidefilm Shipping Cases 
(for Transcriptions & Filmstrips) 

2” x 2” Glass Slide Cases 

Filmstrip Shipping Cases (hold up 
to 6 strips plus scripts) 


Write direct to 
manufacturer for catalog 


WM. SCHUESSLER 


361 W. Superior St., Chicago 10, Ill. 


AUTHORIZED ‘RCA’ DISTRIBUTOR 


16MM SOUND EQUIPMENT 


SALES, SERVICE, PARTS, TRADES 
Free Illustrated Booklet, ‘C’ 


NATIONAL CINEMA SERVICE 
71 Dey St. © WO. 2-6049 ® N.Y. 7 


_ Trends in the BUSINESS of Audio-Visuals 


Expanded Audio-Visual Field 


_ Reflected in New Company Name 


%& A new corporate name and new 
Officers have been announced by 
S.0.S. Cinema Supply Corp. Es- 
tablished in 1926, and having 
gone through a series of names 
to comply with the business, the 
firm is now known as §S.O5S. 
Photo-Cine-Optics, Inc. 

Originally a theatre equipment 
distributor, the firm’s clients now 
include television stations, film 
producers, film services and gov- 
ernment. Recently $.0.S. has ex- 
panded in the fields of ground 
and airborne photo instrumenta- 
tion, medical photography, X-ray 
and cinecardiology. 

S.0.S. has also become a pri- 
mary supplier of motion picture 
devices for use in Aeronautics, 
Space and Rocketry programs. 
Theatre equipment still accounts 
for a considerable sales volume, 
especially overseas. 

S.0.S. Photo-Cine-Optics, Inc., 
now serves the industry as a 
manufacturer, distributor, import- 
er and jobber, with headquarters 
in New York and a Hollywood 
branch office. New officers are 
J. A. Tanney, president; W. H. 
Allen, vice-president; M. E. Tan- 


| Mey, secretary, and D. J. Capano, 


treasurer. 
* * 

Viewlex Buys Sonic Recording; 

Will Expand in Audio-Visuals 

x Viewlex, Inc., of Holbrook, 
L. I., N. Y., has executed a con- 
tract to purchase all of the out- 
standing capital stock of Sonic 
Recording Products, Inc., with 
plant facilities at Hicksville, L. I. 
The acquisition is effective June 
6, 1961. 

The record company, which had 
sales of over $1,000,000 in its 
fiscal year ended January 31, 
1961, is to be operated as a 
wholly-owned subsidiary by View- 


TELIC, INC. @ FILM CENTER @® 630 NINTH AVENUE, NEW YORK S36, N.Y. 


lex, Inc., according to Louis A. 
Peirez, president of Viewlex. 
Sonic will continue under the 
same management which has op- 
erated it since 1947—Alvin Sny- 
der, president; Herbert Bregman, 
vice-president, and Joseph Zwei- 
genthal, secretary-treasurer. 
Peirez said that he hopes to use 
the combined facilities and pro- 
duction reputation to develop into 
many new areas of sales and 
operations. 
* * 
Annual Report Notes Increase in 
Non-theatrical Release Prints 


*& A 25 percent increase in non- 
theatrical release print footage 
contributed to improved earnings 
and sales for 1960, according to 
the annual report just released by 
Technicolor, Inc., and its wholly 
owned subsidiaries, covering the 
fiscal year ended December 31, 
1960. 

Plans for 1961, as outlined in 
the report, include further diver- 
sification, particularly in the Con- 
sumer Photographic Products Di- 
vision, which recently revealed its 
intent to market a mass-produced 
motion picture projector, “Instant 
Movies,” as well as a new film for 
amateur photographers. 

Accompanying the report was 
a letter to the shareholders by 
Patrick J. Frawley, Jr., chairman 
and chief executive officer of 
Technicolor, Inc., which noted 
that consolidated 1960 sales in- 
creased by approximately $1,- 
208,000 over those of 1959, with 
consolidated net income of $345,- 
943 representing an approximate 
increase of $109,000 over 1959. 

The report stated that net sales 
for 1960 totaled $28,458,945 
against $27,250,407 for 1959. 
Net profit for 1960 was $345,943 
compared with $237,160 in 1959. 
Net per share on 2,211,679 shares 
outstanding at year-end was $.16. 


J. McWilliams Stone, Jr. 


J. McWilliams Stone, Jr. Is 
Named Exec. V. P. at DuKane 
*& The Board of Directors of the 
DuKane Corporation has elected 
J. McWilliams Stone, Jr. as Ex- 
ecutive Vice-President of the St. 
Charles, Ill, audio-visual and 
electronics manufacturing firm. 
Mr. Stone, son of the founder 
of the company, joined DuKane 
in 1951 and has served in all de- 
partments including production, 
engineering and sales. Most re- 
cently he has managed the Com- 
mercial Sound and Contract Di- 
visions at DuKane and continues 
to hold the latter position. Le 


* * * 


Jerry Kintner Now Treasurer 
of National A-V Association 


*® Jerome W. Kintner, executive 
vice-president and general man- 
ager of Photo & Sound Company, 
San Francisco, Calif., has been 
named treasurer of the National 
Audio-Visual Association. He was 
elected to the executive commit- 
tee post, vacant since the April 1 
death of former treasurer Earl F. 
Harpster, during a special meet- 
ing of the NAVA Board held 
April 24 at Miami Beach. 
Kintner has previously served 
two terms as a NAVA Director. 
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... ABOUT FILM WRITERS 


There are film writers who boast a salty talent for bubbly 
ideas. This unharnessed talent floods the conference room, spills 
on to the set, drenches the moviola, and gushes all over the screen. 
If you live through the brainwash, you may get a new wave of art. 


Your message is often drowned in the confusion and you could end in tears. 
We say only— BEWARE! 


Then, there are the cool dependable boys in icy white shirts. 
They invented the word deadline by hacking out frozen stenographic 
reports that are certainly mis-labeled as film scripts. Always on 
time, they will burden you with a narrative avalanche of worn cliches 
ponderously sliding from ennui, to tedium to oblivion. 
We say strongly CHILL THEM! 


Once in a while you will discover a writer who works your 
message with experienced skill, with warm humor, with thrifty 
artistry. Thoroughly dependable and with native talent, he builds 
films that charm the audience. He delivers your message with a 
completely new and enduring viewpoint. This is a rare individual. 
We say, forgoshsake, HIRE HIM (at his price—he’s worth it!) 


Eddie O Brien- The Writer 


7801 Old Georgetown Road, Washington 14, D.C. 
OL 4-1524 


MIDWEST OFFICE: 105 W. MADISON STREET, CHICAGO 2, ILLINOIS, PHONE: CE 6-8122 
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SCHOLASTIC AWARDS 
TO BUSINESS FILMS 


we The 12th Annual National Film and 
Filmstrip Awards program, conducted 


Cite 21 for Year’s Best Safety Pictures 


U. S. Steel, Employers Mutuals, Ford, Aetna and Merrell Company Share High 
Honors With Bronze Plaque Awards by National Committee on Films for Safety 


nine outstanding safety films of 1960, 

both instructional and inspirational, by 
the National Committee on Films for Safety. 
The committee, representing 23 national or- 
ganizations, annually recognizes new films on 
occupational, traffic and transportation, gen- 
eral and home safety in an effort to improve 
the public’s knowledge of safety through vis- 
ual means. 

In addition to the nine Bronze Plaque win- 
ners in the various categories, twelve note- 
worthy films were presented Awards of Merit 
in recognition of their achievement. 


Steel’s “Hard Hats” Wins a Plaque 


Two motion pictures received top honors 
in the Occupational category with messages to 
industry. Hard Hats and Thinking Caps, pro- 
duced by Mode-Art Pictures, Inc., for the 
American Bridge Division, United States Steel 
Corp., attempts to establish a constant aware- 
ness of the many and varied hazards of steel 
construction in the minds of ironworkers. 
Showing that practically all accidents result 
from thoughtlessness while those resulting 
from equipment or method failures are very 
rare, the film points out that the hard hat, long 
symbolic of mechanical safety, must give way 
to the thinking cap as the emblem of future 
safety accomplishment. 

The High-Low Bid, sponsored by Employ- 
ers Mutuals of Wausau, also won a Bronze 
Plaque for Occupational Safety. The message 
in this film is aimed at building contractors, 
superintendents and foremen, to convince 
them that accident prevention is essential to 
keep job-bidding costs down to a competitive 
level—and shows that safety performance has 
a great bearing on over-all success. 


ey PLAQUES have been awarded to 


Ford, Safety Council Share Honors 


Traffic and Transportation category pro- 
duced four winners of Bronze Plaques, two of 
them series titles. The Ford Motor Company 
sponsored the Driver Education Series—1960 
especially for driver education students, dem- 
onstrating safe driving habits under various 
circumstances; titles in the series are City 
Driving, Driving Under Special Conditions 
and Highway Driving. 

The Expert Driving Series of the National 
Safety Council, produced by Gilbert Altschul 
Productions, has as its audience the class of 
professional drivers. Stressing safe driving per- 
formance, explaining what “preventable” ac- 
cidents are, and informing on proper proce- 
dures at time of an accident, titles in the 4- 
film series are Experts Count ’Em All, In Case 
of Accident, Preventable or Not, and For Ex- 
perts Only. 

Another Bronze Plaque winner covering the 
topic of driving practices is the Aetna Casual- 
ty & Surety Co.’s To See Ourselves. By hold- 
ing a “self-revealing mirror” up to a driver 
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who has bad traffic habits, he is allowed to 
see himself as other drivers do, and he sees 
his driving mistakes. Not only his manipula- 
tion of the auto, but his attitude behind the 
wheel is held up for self-criticism. 

Plaque Award to “Silent Witness” 

A case study of the use of intoxication tests 
in traffic court is the subject of the fourth 
Plaque winner in this category, The Silent 
Witness, produced by Dynamic Films, Inc., for 
the William S. Merrell Company. Discussing 
the medical and legal aspects of tests for al- 
coholism, the film reviews the arrest of a 
drunken driver, the various tests to determine 
his state, and the introduction of this evidence, 
especially the breath test, at his trial. 

Named as recipient of the Plaque in the 
Home Safety category was the color motion 
picture Safe At Home, produced for Merck 
Sharp & Dohme by Advantage Enterprises; 
this inspirational film emphasizes the many 
ways children can have accidents around the 
home and advises precautionary actions for 
parents. 

Shows Fire Hazards in Our Schools 

A dramatic message on the fire hazards in 
many outmoded schools is presented in Our 
Obligation, the General Safety Plaque winner 
produced by the Los Angeles City Fire De- 
partment. Using an “amateur” cast, it is a 
realistic presentation of children trapped in a 
burning school showing how outmoded build- 
ing construction and absence of fire safety de- 
vices endangered their lives. It includes a 
dramatic climax of fire fighting, rescue and 
evacuation, and a flashback reveals the build- 
ing’s fire faults and recommends preventative 
measures. 

In a separate category of Television Spots and 
Shorts, a 3-film series of 20-second animated 
(CONTINUED ON THE FOLLOWING PAGE) 


One of a series of safety posters used with 
U. S. Steel's “Hard Hats” motion picture . . . 


The Hard Hat... 


is not a 
complete 


Join 
the“ Thinking 
Cap Club” 


by ScHoLastic Magazine, has named 
the following business-sponsored motion 
pictures as award-winners: 
“California & Its Natural Resources” 
Sponsored by Richfield Oil Corp. 
Produced by the F. K. Rockett Co. 


“Citrus, the Golden Fruit” 
Sponsored by the Sunkist Growers 
Produced by Haeseler Pictures 


“Education Is Everybody’s Business” 


Sponsored by the Council for 
Financial Aid to Education 


A John Sutherland Production 


“Rhapsody of Steel” 
Sponsored by United States Steel 
A John Sutherland Production 


“The Thread of Life” 
Sponsored by the Bell System 
Produced by Warner Bros. 


“The Twentieth Century” 
Sponsored by Prudential Insurance Co. 
Produced by C.B.S. News 


CANADIAN AWARDS 


%& Universe, a film on space produced by 
the National Film Board of Canada, is 
that country’s “film of the year.” 


Other awards presented in the 13th 
annual Canadian Film Awards include: 
“Take Four Giant Steps” 
Produced by Pageant Productions 


“Epidural Anesthesia for Vaginal 
Delivery in Obstetrics” 
Produced by Chetwynd Films Ltd. 


“Waters of the Whiteshell” 
Produced by Crawley Films Ltd. 


“Grey Cup Festival 60” 
Produced by Chetwynd Films Ltd. 


“Hors D’Oeuvres” 
Produced by the Nat'l Film Board 


“Marsh Harvest” 
Produced by William H. Carrick 


— 

program 
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Above: scene in 
“The Quota.” 


Top: scene in “Our Obligation.” 
Below: Donald won merit award 


NATIONAL SAFETY FILMS 
(CONTINUED FROM PRECEDING PAGE) 
films on traffic safety won a Plaque; titled 
Safety Clips, the shorts were produced by the 
National Film Board of Canada, and show the 
dangers of highway fatigue, and the impor- 
tance of alertness at crossings and of main- 
taining a safe distance in driving. 

Awards of Merit for Occupational Safety 

An Award of Merit was presented to each 
of four films in the Occupational Safety cate- 
gory. Propellant Plus Heat by Thiokol Chemi- 
cal Corp. shows precautions required in han- 
dling to prevent ignition of solid propellants; 
The Quota, produced by Pilot Productions for 
Clark Equipment Co., Construction Ma- 
chinery Div., dramatizes accidents that occur 
to construction equipment operators, with con- 
vincing shots of accidents involving heavy ma- 
chinery—tractors, cranes, bulldozers; Safety 
Is Always Our No. I Business, which won for 
the Caterpillar Tractor Company, instructs 
new employees in the importance of safety in 
company operations; Static Electricity, pro- 
duced by Kennedy Productions, Inc., for the 
American Gas Association, describes how 
static electricity is generated and how to con- 
trol it, an important subject in industry. 

Runners-up in Traffic and Transportation, 
each receiving an Award of Merit, were: Auto, 
U.S.A., produced for the Perfect Circle Corp. 
by Dynamic Films, Inc., with emphasis on 
planning to reduce traffic congestion and acci- 
dent problems; Look—Stop Backing Acci- 
dents, a National Safety Council film by Gil- 
bert Altschul Productions, demonstrates pro- 
fessional drivers’ backing problems and how 
to avoid them; Safety Through Seat Belts, 
produced by Charles Cahill and Associates for 
the U. S. Public Health Service and Univer- 
sity of California, L. A., documents collision 
tests proving the value of seat belt use; Using 


Below: a scene from “Railroad Cross- 


ing,” one of NFB “Safety C 


Your Traffic Records is an outline of the use 
of traffic records systems for better enforce- 
ment and engineering by the Audio-Visual 
Center and the Highway Traffic Safety Center 
of Michigan State University. 

In the General Safety category, two films 
were given the Award of Merit. An explana- 
tion of how an investigation board operates in 
an actual procedure is presented in The Acci- 
dent Investigation Board, produced for the 
U. S. Air Force by Leonard Anderson Asso- 
ciates. Entering the area of water safety, Be 
Water Wise—Boating demonstrates the safe 
use of boats and outlines marine regulations in 


a film produced and sponsored by the United 
States Air Force. 
“How to Have An Accident at Work” 

A cartoon favorite, Donald Duck, is fea- 
tured in the theatrical motion picture given 
an Award of Merit; How to Have an Accident 
at Work, dealing with occupational-industrial 
safety, was produced by Walt Disney Produc- 
tions. 

Runner-up for TV Spots and Shorts was a 
series of eleven 50-second films on traffic 
safety, the Buckeye Safety Parade, produced 
and sponsored by the Ohio Department of 
Highway Safety and Ohio State University. § 


American Airlines Shows Its People Facts of Jet Age 


Sponsor: American Airlines. 


TitLes: Jet Age—Stage II, 20 min., color, 
produced by Audio Productions, Inc. 


Last year, American continued to be the 
country’s favorite and leading airline. But 
profits are slim or non-existent for the entire 
airline industry. American is buckling down 
to compete more sharply then ever before. 
Particularly on those routes where more Civil 
Aeronautics Board authorized service exists 
than can be justified by public need. 

In this sharp—to the point—film, Ameri- 
can Airlines President C. R. Smith lays it 
right on the line, sweeping no troubles under 
the rug. AA, he says, had troubles with its 
Electra airplanes, had fierce competition, but 
the company is 100% sound, and it has licked 
90% of its problems. 

Backing up Mr. Smith with personal ap- 
pearances in the film are G. Marion Sadler, 
vice president-personnel; and R. L. Fitz- 
patrick, vice president-sales and services. They 
point out that the Electra has always been an 
airplane in which people enjoy flying, and the 
beefed-up Electra II is better than ever. Sub- 
stantial improvements have been made in other 


RCA Pictures Computer's Role 


* The role of the computer, its functions and 
use, will be the subject of a new color motion 
picture, Space Age Administration, currently 
being filmed at the Air Reserve Records Cen- 


Below: producer Reid H. Ray (at right) ex- 
plains camera angle to Major Becker (left) 
and Howard Cress, cameraman. 


American Airlines’ Astrojet in flight 


AA aircraft, as well, while the company’s 
newest Astrojets will fly more passengers 
faster, more comfortably and with better pay- 
loads of freight. 

The key to American’s future, however, will 
continue to be its people, who are the best in 
the industry, Messrs. Smith, Sadler and Fitz- 
patrick conclude. 

Jet Age—Stage II was an important part of 
American Airlines’ internal sales and service 
training sessions last spring. We 
in “Space Age Administration” 
ter in Denver, Colorado. The film is being 
sponsored by the Radio Corporation of 
America with the cooperation of the Records 
Center and is being produced by Reid H. Ray 
Film Industries of St. Paul, Minn. 

An earlier film, Manpower Bank of the Air 
Force, described the Center’s mission and op- 
eration. It was completed in April. 

The latest subject is a computer case study, 
starring the Center’s RCA 501 computer sys- 
tem, covering the history and progress of the 
Center’s computer and automation program. It 
will be used for Air Force Reserve training, 
computer course training, Air Force publicity 
in colleges and schools and in training sessions 
of the American Management Association. 
RCA will also use the new picture in systems 
analysis and similar training. 

Project officer for Air Reserve Records 
Center is Major Marvin J. Becker, of the 
Directorate of Statistics. Supervising the pro- 
duction, which began May 15th, are producer 
Reid Ray, first cameraman Howard Cress, as- 
sistant cameraman Russell Croft and elec- 
trician Don J. Quinn. a 
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FILM’S ROLE IN 
SPACE PROBE 


Simulated Flights in Alpha Trainer; 
Cameras’ Record of Man and Capsule 


HE Recorp of man’s exploration of his 
earth has been covered by motion pic- 
ture cameras going far beneath its sur- 

face and at both the poles. The archives are 
replete with filmed documentation out of 
cameras carried aloft by unmanned missiles* 
but a truly important “first” was achieved by 
the cameras on Freedom VII, the Mercury 
capsule which lofted Lt. Commander Alan B. 
Shepard on his brief but historic arc into outer 
space. 

Even though Commander Shepard regis- 
tered surprise and delight with his famous 
words, “what a beautiful sight,” America’s first 
man in space found his first view of the world 
little different than expected. 


Film Simulates World of Astronaut 


For months before the Mercury’s launching, 
Shepard and other astronauts spent countless 
hours controlling a space capsule over a simu- 
lated film of the world he was to traverse. 
Couched in an Alpha Trainer, an air-bearing 
device similar to the Link Trainer for pilots, 
he and his companions trained by sighting 
through a periscope at a 12-foot screen on 
which color strip films, produced by the Art 
Chart Information Service in St. Louis, were 
slowly projected. 

And during the 116-mile-high flight itself, 
a specially-developed 16mm motion picture 
camera, mounted on the instrument panel only 
four feet from the astronaut’s face, recorded 
his skin color change and expressions during 
acceleration and re-entry. 


Fast Film Developed for Space Program 


This 16mm film, which recorded Astronaut 
Shepard’s reactions during the flight, was a 
special Ansco color film and is said to be the 
fastest color film yet produced. Anscochrome 
F PC-132 was developed especially for the 
space program and more than nine months’ 
research and testing preceded its use during 
the flight. Plans call for offering it for the 
benefit of all industry in the near future. 

Another 16mm camera inside the dimly- 
lighted capsule, used black and white film to 
record the flickering lights and dials on the 
instrument panel. These cameras, developed 
over several months by the D. B. Millikin 


°The original “Space Camera” which was the first to take 
motion pictures of the earth from an altitude of 300 miles 
and the first to be so stabilized on a space flight as to 
provide directionally steady pictures is now in the Smith- 
sonian Institution’s Space Flight Collection. Used on May 
12, 1959, from Cape Canaveral, the camera was developed 
jointly by General Electric's Missile and Space Vehicle 
Dept. and the ACR Electronics Corporation. 35 feet of 
16mm motion picture film were processed to provide for 
the first time a stabilized photographic image of the earth 
as it appears from beyond the atmosphere. 

A particularly significant result of the first flight was 
the proof it provided that ordinary photographic emulsions 
can be used in unshielded cameras at altitudes to 300 miles 
without deterioration from radiation, even though the Van 
Allen belt extends down to about 200 miles in the latitude 
involved. 
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Simulated conditions 


Company of Arcadia, Calif., used a 25mm 
Wollensak Type C lens. The fixed lens open- 
ing of the camera was f. 1.8 to compensate 
for the dim light conditions and such illumi- 
nation as there was came from two neon lamps 
on either side of the pilot. 
Earth-View from Manned Space Capsule 

A third camera, the “earth-sky” recorder, 
took a similar picture to that which Com- 
mander Shepard had expected from experience 
in the Alpha Trainer. This mechanism, about 
the size of an old box camera, resembled a 
Rube Goldberg invention but—nevertheless— 
successfully recorded man’s first view of his 


of flight for the Project Mercury were provided by the Alpha Trainer. 


earth from outer space from a manned space 
vehicle. 

Anscochrome F PC -132 is essentially a 
daylight type film (6000-degrees K), but may 
be used under tungsten illumination in special 
cases. Like other color films, the speed of 
F PC-132 is considerably reduced by the 
films required when it is used under artificial 
light. For this reason, Ansco recommends the 
use of Super Anscochrome Tungsten type un- 
der these conditions. 

The new film (FPC-132) has a wide 
range of potential application in industrial re- 
search for flame study and instrumentation. 


Couched in his Alpha Trainer seat, each astronaut spent countless hours learning to control 
the space capsule while projected scenes (right) showed him the world he was traversing. 
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This is Pennsylvania: State on the GO 


The Dynamic Story of a Statewide Economic Development 
Program Is Focal Theme in This Bell-Sponseored Picture 


Sponsor: Bell Telephone Com- 
pany of Pennsylvania. 

TITLE: Pennsylvania: Keystone of 
the Nation, 33 min., color, pro- 
duced by James Love Produc- 
tions, Inc. 


*& Presenting Pennsylvania, one of 
our older states, in the light of its 
many advantages, this film reveals 
its vast wealth of natural and 
human resources and the indomi- 
table spirit of its people. 

For the general public, the film 
will be informative and educa- 
tional. For State and local govern- 
ment organizations, and _ civic 
groups, it will be helpful in at- 
tracting industry to build new 
facilities and expand existing ones 
in the State by capitalizing on the 
many advantages demonstrated in 
the film. 


Show Legislature in Action 

History was made during the 
shooting—for the first time, mo- 
tion picture cameras were per- 
mitted inside the State Legislature 
during an actual session to docu- 
ment the Senate and House of 
Representatives at work. 

Producer Love and the writer, 
James Schute, concentrated on the 
dynamic story of Pennsylvania's 
statewide Economic Development 
Program: to give the subject dra- 
matic backbone. Launched by pri- 
vate citizens and backed by the 
State government, it is one of the 
most striking examples of coopera- 
tive enterprise in America’s indus- 
trial history. 

Towns Bid for Industry 

Rural areas and small com- 
munities are at work to promote 
and build industrial tracts; urban 
areas have launched spectacular 


Governor David Lawrence (left) 
studies film role with producer 
James Love (right) and H. S. De- 
Long, of Penn. Bell Co. (ctr.) 


redevelopment programs which in- 


volve clearing of vast areas of 
industrial slums, and erecting new 
office buildings, hotels and apart- 
ment houses, all planned around 
open plazas, with access to under- 
ground garages and express high- 
ways. 

A cast of literally thousands is 
included in the film’s story, with 
real-life actors playing their parts 
as community leaders from busi- 
ness and industry, from banks and 
labor unions, workingmen at their 
benches, teachers and pupils in 
their classrooms, construction 
crews and telephone linemen, 
scientists, men of medicine and 
government officials at state and 
local levels. 


A Task With Imagination 


With such lively and authentic 
documentation, the film builds up 
a stirring industrial drama which 
succeeds in evoking the qualities 
of imagination and daring to make 
Pennsylvania one of the great in- 
dustrial states of the Union. 

An original score was composed 
for the film by Kenyon Kopkins, 
who has worked in numerous 
Hollywood productions. Wide- 
spread distribution is underway 
through Bell Telephone Company 
of Pennsylvania offices. Ga 


Hawaii: Sugar State 
Sponsor: California and Hawai- 
ian Sugar Refining Corp., Ltd. 


TitLe: Hawaii—The Sugar State, 
22 min., color, produced by 
Pat Dowling Pictures. 


& Starting with the volcanic erup- 
tions that formed the island chain 
millions of years ago, this film 
shows how weather, erosion and 
plant life all played a part in trans- 
forming a molten rocky mass into 
a subtropical paradise. 

It shows the leading part sugar 
has played in the economic 
growth of Hawaii and how this 
crop is largely responsible for the 
cosmopolitan nature of the islands 
in which people of different ethnic 
backgrounds live in harmony— 
an example for the rest of the 
world. 

Hawaii—The Sugar State is be- 
ing distributed to school and adult 
group audiences by Modern Talk- 
ing Picture Service, 3 East 54th 
Street, New York. a 


Broad Employee Development 
Program Explains Oil Business 


Thra “Our Company” Series of Film-Discussion Meetings 
Pure Oil Employees See Their Role in Complex Industry 


® Inherently a far-flung and complex business, the oil industry 
involves distant sources of raw material; must provide refining 
operations close to its consumers. Involved throughout these 
processes are thousands of employees in highly-specialized jobs. 
Relating each man to the total picture is the present concern of 
The Pure Oil Company. For this task Pure is using a series of 
film-discussion meetings titled Our Company. The first three pic- 
tures in the series were produced by Wilding, Inc. and deal with 
exploration, production and refining. A fourth film, on transpor- 
tation, was produced by the Atlas Film Corporation. 


by W. E. Bright, Jr.. Manager, Employee Development 


HE Our Company series of 

film-discussion meetings ex- 

presses one aspect of The 
Pure Oil Company’s desire to en- 
able each of its more than 10,000 
employees to understand and 
achieve their full share in the 
Company’s future. An integrated 
oil company is a complex of wide- 
ly diverse business activities. Few 
employees can hope to experience 
directly more than a small pro- 
portion of the Company’s many 
operations. 

Thus each of the Our Company 
films orients employees regarding 
a major function of the oil indus- 
try. Beginning with Exploration 
and following with films on Pro- 
duction, Refining and Transporta- 
tion the series will also cover the 


Marketing, Research and General 
Administrative components of the 
integrated oil company. 
See Relation of Jobs 

When the series of films is com- 
plete, each employee will have re- 
ceived orientation in each of the 
related operations to which his 
own work contributes. He will be 
better able to see how important 


Camera crew works on a 
scene for “Get Me Out.” 
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his work is to the success of the 
total enterprise. Many of the 
comments received regarding the 
films already shown to employees 
stress these values they find in the 
program: 

Build Sense of Belonging 

1. Employees say they feel a 
stronger sense of belonging in the 
organization as a result of the 
film meetings. 

2. They indicate the films have 
helped them to discover how to 
cooperate more effectively with 
employees in other parts of the 
organization. 

3. They say they have gained a 
new respect for the extent and 
soundness of the Company’s op- 
erations. 

4. They express appreciation 
of this effort in their behalf as 
evidence of the Company’s inter- 
est in its employees. 

5. New employees for whom 
the films provide orientation re- 
mark their effectiveness as a 
graphic introduction to the nature 


of work in an integrated oil com- | 


pany. 

A large measure of the films’ 
effectiveness stems from the con- 
ditions under which they are 
shown. Employees meet in small 
groups (about 15 persons) to 
view the film. They then engage 
in a business game built around 
operating problems in the organi- 
zational 
described. 


Showings to New Employees 


Meetings average about an 
hour and three-quarters in time 


segment the film has | 


and occur about once each year | 


for employees who were on hand 


when the series started. New em- | 


ployees participate in the full pro- 


gram soon after they are em- | 


ployed, often seeing the films at 
one-week intervals. 
The reactions of employees at 


all echelons of the organization | 


indicate the Our Company film- 


discussion meetings are one of the | 


most effective of the Company’s 


personnel development activities. 


Brief Synepses of Four Films in the Pure Oil Program 


Unit 1—Exploration 
TITLE: Come and Find Me 


%& It takes a great number of peo- 
ple working as a team to pinpoint 
a probable area for drilling an oil 
well. From the oil field scout to 
the geophysicist, it takes time and 
hard work to analyze rock forma- 
tions and surface characteristics 
to determine whether a geographi- 
cal location might contain a sub- 
surface reservoir. And then only 
by drilling is it known whether 
the reservoir holds oil and gas, 
formed millions of years ago from 
buried animal and vegetable mat- 
ter. 


Unit 2—Production 
TITLE: Get Me Out 


*& The process of drilling is shown 
in this second film. Highly-trained 
engineers, special heavy-duty 
equipment and precise testing de- 
vices combine to get down through 
the rock formations, sample the 
material brought up and set up 
the well for production. The peo- 
ple involved and the methods and 


Production of oil is discussed 
in Pure Oil's “Get Me Out.” 
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equipment used in maintaining | 


production are all explored. 


Unit 3—Refining 
TiTLE: Make Me Useful 


® Once the raw oil and gas are | 


extracted from the underground 


reservoirs, its next important stop | 


is at the refinery, where science 
and human skill convert crude oil 
into hundreds of products we use 
every day . . . everything from 
motor fuels to medicine, asphalt 
to aircraft fuels, propane to petro- 
chemicals. All of the complex 
units that make up a modern re- 
finery, all of the various processes 
through which the crude oil is put 
to produce usable products are 


explained and demonstrated in | 
this film. 


Unit 4—Transportation 
TITLE: Get Me There 


® Pipeline . . . tank car. . . trans- 
port truck .. . river barge... . 
ocean tanker. . 
oil transportation has advantages 
of its own, under the right condi- 
tions. The hundreds of products 
that crude oil yields are sent to 
numerous markets located at far 
distant points; the split-second 
timing in scheduling shipments and 
the skilled workers connected with 
each phase of the system are all 
introduced and their importance 
shown in this “epic” film on oil 
transportation. 


e 1961 


. each method of | 


A “street scene” taken at the Smith's Bluff Refinery. 


Below: “Make Me Useful” shows this catalytic reforming unit .. . 
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HONOR 30 FOR BEST AMERICAN TV COMMERCIALS 


Jury of Advertising Executives Selects Winners in 30 Product Categories 
as 1,352 Entries Compete for Awards at American TV Commercials Festival 


Capacity AupieNnce of 700 advertising 
A and film production executives turned 
out for the Awards luncheon of the 
second American TV Commercials Festival at 
the Roosevelt Hotel in New York on May 4th. 
The annual awards, selected by a TV Com- 
mercials Council ef 80 prominent advertising 
men, were given in 30 product categories from 
an entry list of 1,352 commercials. 
Standards of selection were made according 
to professional advertising criteria: impact, be- 
lievability, tastefulness, copy, demonstration, 


Best-Cake Mixes: Duncan Hines Cake Mix 
(Procter & Gamble) film. Agency: Gardner 
Advertising. Producer: Wilding, Inc. 


Best-Canadian Market: a Puss N’ Boots Cat 
Food (Quaker Oats) spot. Agency: Spitzer, 
Mills & Bates. Producer: Elektra, N. Y. 


Best-Cosmetics & Toiletries: BAN spot. (Bris- 
tol-Myers & Co.) Agency: Ogilvy, Benson & 
Mather. Producer: WCD Productions. 
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audience involvement and skillful employment 
of television techniques. 

The 80-member TV Commercial Council, 
which judged the entries, was formed by Fes- 
tival Director Wallace A. Ross, and was un- 
der the chairmanship of John P. Cunningham, 
Board Chairman of Cunningham & Walsh, 
Inc. 

In addition to the 30 product category 
plaque awards for winners, certificates were 
given to runners-up in each category, seven 
citations were made for “Advertising Achieve- 


Best-Laundry Soaps & Detergents: /vory 
Flakes (P & G) film. Agency: Grey Advertis- 
ing. Producer: MPO Videotronics, N. Y. 


Best-Automobiles: Chevrolet Corvair film. 
Agency: Campbell-Ewald Company. Produc- 
er: American Films (Alexander Film Co.). 


Best-Beers & Wines: Jax Beer (Jackson Brew- 
ing Co.). Agency: Doherty, Clifford, Steers & 
Shenfield. Producer: Pelican Films. 
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ment in Specific Areas,” and 14 citations were 
given for “Craftsmanship.” Among the latter, 
two were sponsored—the award for “Best 
Cinematography” by the Eastman Kodak 
Company ...and the award for “Best Video- 
tape Production” by the Minnesota Mining 
and Manufacturing Company. 

All awards presented bear individual crea- 
tive credits. In 1960, over 2,000 duplicates of 
the award certificate were requested by indi- 
viduals who were credited. 


Originality Prevails Over “Technique” 


Measured qualitatively, the 1961 commer- 
cials seemed somewhat better than 1960's en- 
tries. More true originality was in evidence, 
and less reliance was made on “fancy” produc- 
tion technique for its own sake. 

Statistically, the 1,352 entries were made 
by 97 advertising agencies, 51 production 
companies, 11 television stations and three ad- 
vertisers. Awards, including special citations 
and runners-up, were made to a total of 37 
agencies, 46 producers and six stations. Most 
frequent agency mentions were garnered by 
Batten, Barton, Durstine & Osborn with 12 
(three firsts); Doyle, Dane & Bernbach, 10 
(no firsts); Benton & Bowles, nine (six firsts); 
Young & Rubicam, eight (four firsts); and J. 
Walter Thompson, six (all firsts). 


MPO, TV Graphics, Elektra Win Firsts 


In mentions among producers, MPO Video- 
tronics had eight (four firsts); Television 
Graphics, seven (four firsts); Elektra Studios, 
six (three firsts); Elliot, Unger & Elliot, six 
(no firsts); and VPI Productions, five (one 
first). 

There is no Best of Show Award. 

A special citation for “perspective” was 
made by Festival Director Ross to a short 
film called The Cliche Family in Television- 
land. 

“This bit of inspired foolery, produced for 
advertising trade digestion rather than public 
airing, was screened for the assemblage of fes- 
tival judges at their orientation meeting. As 
much as any one other single force, it influ- 
enced judgments against the trite and the con- 
ventional . . . inspired members of the TV 
Commercials Council to search out the pace- 
setting concepts . . . reduced cliche to absurdi- 
ty and substituted for it freshness and cre- 
ativity as judging criteria.” 

Credits on The Cliche Family go to Gordon 
Webber (Benton & Bowles) for idea and 
script, Marvin Rothenberg (MPO Video- 
tronics) for production, Roy Eaton (Benton 
& Bowles) for music and effects, and Roger 
Price for narration. Roger Price and Lou 
Prentis played the parts of Mr. and Mrs. 
Cliche. 

The winning commercials are going on tour 
again this year. On May 11, Wallace Ross 
showed the films and was featured speaker at 
Canada’s First Commercials Festival, spon- 
sored by the Advertising and Sales Club of 
Toronto in conjunction with the American TV 
Commercials Festival. 

Other dates completed recently were May 
9th to the National Association of Broad- 
casters, in Washington. Also in Washington 
on May 30th to the Advertising Federation of 
America. 


— 
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HE WORLD’s motion picture 

theaters, some 154,852 of 

them equipped to show 
35mm films in 130 countries and 
territories around the globe, pro- 
vide an immense, organized au- 
dience for informational, spon- 
sored short subjects. These thea- 
ters also comprise more than 50 
percent of the entertainment film 
industry’s revenue from foreign 
markets. 

These 154,852 theaters have a 
seating capacity of 73,826,439. 
They have increased in number 
from January 1, 1955 to January 
1, 1960 by 34,870 or about 29 
percent. Seating capacity around 
the world has increase 1 13,963,- 
463. 

Note Theaters Open Abroad 

According to Scientific, Motion 
Picture and Photographic Prod- 
ucts Sections of the U. S. Depart- 
ment of Commerce, the agency 
responsible for the compilation 
of statistics presented in these 
pages, the increase in theater fa- 
cilities is notable in several re- 
gions—Europe, especially West 
Germany, Italy and Spain; the Far 
East and Middle East, with Ja- 
pan and India noteworthy; and 
Africa. 

In Canada and the United 
States, a sharp drop occurred in 
the number of auditorium-type 
theaters but the number of drive- 
in theaters increased. Figures for 
the U. S. show 12,291 auditorium 
theaters in operation in 1960 with 
total seating capacity of 8,000,- 
000. Drive-ins account for an- 
other 4,700 facilities and add 
seating capacity of 3,300,000 per- 
sons. 

Canada has 1,495 auditorium- 
type theaters and 232 drive-ins 
with a combined total seating ca- 
pacity of 972,000. 

State Department Clearance 

Subjects going abroad for any 
kind of showing must be cleared 
by the Department of State but 
truly informational films which 
treat fairly and honestly the image 
of the U. S. will have little diffi- 
culty in getting clearance. 

Arrangements for overseas 
bookings may take one of two 
roads: the most desirable appears 
to be the facilities of motion pic- 
ture companies with extensive 
foreign exchange facilities and ex- 
perience. There are notable cases 
where an outstanding sponsored 
short subject has been sold out- 
right for foreign rentals. But ex- 
perienced hands, like the Alex- 
ander Film Company which has 
extensive connections in Latin 
America, can place commercial 


World’s Theaters 
and Their Audience 


Informative, Entertaining Sponsored Pictures 
Can Reach Millions in the U. S. and Overseas 


SURVEY TABLES FROM THE U. S. DEPARTMENT OF COMMERCE 


TABLE 1—MOTION PICTURE THEATERS: NUMBER, SEATING CAPACITY, AND U. S, PERCENTAGE 
OF SCREEN TIME, BY REGIONS AND COUNTRIES (WORLDWIDE) FOR 1955 and 1960 


Region and country 


January 1, 1955 


January 1, 1960 


Seating 
capacity 


Seating 
capacity 


oc 
Czechoslovakia. 
«0630004 
Germany, Federal Republic of..... 
Germany, Soviet Zone of.......... 
cc 
Mother lands. 
cc 
cc 
land... 
oc 
United Kingdom. 


South America, 


Argentina... 
Brazil. 
British 
Chile. 
French Guiana... 
PATAQUBY.. 
POTU. 
Venezuela... 


Mexico and Central America, total... 


British 
Costa RICA... 
El 
Guatemala. 
PANAMA. 


Caribbean Area, 


BAHAMAS. 
Barbados, 


See footnotes at end of table. 
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31,727 ,453 


42,863,551 


290 , 000 
811,177 
190,000 
700 ,000 
146 ,337 
153 , 054 

2,689,345 

2,100,000 
500 , 000 

2,944 
270, 000 
516 ,000 
200, 000 

4,248,000 

23 ,700 

42,100 
240,000 
140,000 
890,000 
252,000 
108, 000 

2,778,058 
620,000 
187,992 

12,633 
141, 200 

9,000, 000 

4,167,600 
307 ,313 


4,174,376 


350, 000 
830, 000 
225,000 

1,100,000 
160, 287 
173,000 

2,785,655 

2,843,963 
550,000 

2,183 
417,000 
830, 000 
185,000 
34,700,000 
25,000 

36, 249 
263,100 
168,390 

1,100,000 
250,190 
125,000 

3,663,000 
600 , 000 
223 ,000 
(*) 

320, 000 
17,000’ 000 

3,450,000 

487 , 534 


4,518,187 


n.a. 
45 
50 
35 


1,300,000 
44,774 
1,383,454 
31,000 
313,687 
250, 000 
65,000 
1,150 
17,000 
300 , 000 
5,055 
117,500 
345,756 


1, 864,509 


1,034,622 


1,591,140 
2,250 
50,300 
42,921 

47 ,000 
28,000 
52,273 
50,625 


519 , 969 


3,211 
7,670 


(Continued on following pages) 


39 


— | 
Number U. 8. 
. of percentage 
theaters of screen ; 
time 
| 24,530 | 50 
1,100 1,244 45 
1,580 1,650 55 MS 
510 641 n.a. 
12,268 13,518 n.a. 
: 458 489 45 
547 618 30 et 
5,635 5,778 35 
5,110 6, 884 30 
1,400 1,550 n.a. 
4 3 50 
7450 7645 50 
12,739 44,152 n.a. 
327 270 70 
| 9,543 310,508 50 
41 50 55 f 
69 46 70 
| 513 559 45 ; 
508 668 50 ae 
12,943 13,510 n.a. 
398 401 55 
350 414 
5,000 6,080 ~ 
2,494 2,403 
530 610 
33 (*) 
237 850 70 ar 
524,200 °45,600 
4,522 3,457 60 
1,030 1,392 30 
6,611 6,973 65 
2,308 2,228 PF 50 
82 124 36,210 65 i 
1,998 2,064 1,520,642 70 4 
39 41 32,500 75 
399 336 400 , 000 60 
560 654 489, 223 55 ; 
150 135 90,000 50 
3 2 900 60 
24 55 15,000 70 ‘ 
j 334 363 323 ,000 50 
7 18 8,000 90 
211 223 148,090 65 ae 
496 730 420,000 55 
2,829 2,927 2,025,723 65 
2,459 2,459 1,615,000 40 
5 6 3,000 95 ; 
106 136 73,643 60 
37 55 54,020 70 7 
54 64 130,000 70 ; 
42 60 41,983 70 ; 
69 85 56,077 60 
57 62 52,000 60 
779 857 592, 226 80 
6 6 3,211 85 
10 7,000 90 


shorts as well as traditional screen 
advertising in a multitude of cities 
and countries in that export mar- 
ket. 

Screen advertising, brief 30- to 
90-second colorful commercials 
of a direct product advertising na- 
ture, is a very important medium 
abroad. With television commer- 
cials a comparative late-comer in 
Europe and other parts of the 
world, producers and advertisers 


have combined to use their finest 
creative talents and techniques 
with notable effect. The Annual 
Screen Advertising Festival in 
Europe is a showplace for Eu- 
rope’s best in this field. The 8th 
International Festival will be held 
in Cannes, France on June 12-16. 

Both the International Screen 
Advertising Services (see 11th 
Annual Production Review of 
BUSINESS SCREEN, page 30) and 


WORLDWIDE SURVEY OF MOTION PICTURE THEATERS: 


the International Screen Publicity 
Association are representative of 
worldwide interest in this widely- 
popular and well-accepted phase 
of the film medium. 


Japan Leads Growth Figures 

Most impressive gain of any 
country in the world in 35mm 
theater facilities was registered in 
the 5-year survey period by Ja- 
pan. On Jammanty 1, 1960, Japan 


vapue 1—MOTION PICTURE THEATERS: NUMBER, SEATING CAPACITY, AND UW. 8. PERCENTAGE 


¥ OF SCREEN TIME, BY REGIONS AND COUNTRIES (WORLDWIDE) FOR 1955 and 1960 
} January 1, 1955 January 1, 1960 
8. 
Region and country — Seating — Seating percestage 
theaters capacity capacity of screen 
time 
Caribbean Area--Con. 
Bermude..... 13 5,254 13 254 90 
bees 537 370, 833 544 403,731 50 
Dominican 68 32,000 84 36,000 85 
French West Indies....... 18 7,150 35 15,000 60 
Jammica....... 37 30, 506 55 46,130 90 
Leeward Islands........ eaovédiines 6 2,600 6 2,600 90 
Netherlands Antilles............- 16 11,845 14 9,300 80 
Trinidad and Tobago.......... PRE 46 39,000 63 50,000 85 
Windward Islands...........- 4 2,800 5,000 90 
Par Bast, total. 9,735 5,540,835 15,697 7,918,969 45 
Afghanistan...... 7 4,120 20 9,000 45 
Burm...... 144 80,000 362 125,000 40 
54 55,750 67 68 , 000 40 
India....... 73,200 2,000,000 74,355 2,400,000 30 
714 350 , 000 750 560 ,000 60 
3,734 1,900,000 7,401 3,122,702 30 
Korea, Republic of...... a 75 68,150 224 139 ,000 30 
Malaya, Federation of............ (*) 249 152,301 70 
Pakistan....... ids 300 150,000 400 175,000 30 
Philippines.......... nedsenseée 550 330,000 650 370,000 70 
Singapore.......... 236 4°177 000 78 51,316 70 
294 170, 000 551 410,000 50 
Thailand......... 200 116,365 169 117,500 50 
 “‘Wiet Mam........ (*) «*) 4161 50,000 30 
459 277 ,640 694 451,000 55 
é abe are 7 5,000 7 5,000 35 
105 80,090 41137 90 ,000 65 
Ierael....... 140 89, 000 210 160,000 40 
Jordan... eee 15 9,000 30 15,000 45 
Syria (United Arab Republic)..... 50 25,700 56 33 , 000 60 
‘South Pacific, total..... 2,351 1,467,968 2,311 1,463,710 60 
1,730 1,188,941 1,761 1,206,510 65 
cee 15 5,314 21 6,300 65 
New 6 3,000 4,000 50 
New Bebrides...... os 1,100 1,000 50 
New Zealand...... 589 266, 213 484 235,000 65 
Gociety 3,400 3,400 50 
Other Pacific Islands............ n.a na 2226 7,500 50 
eee 1,683 1,080,563 2,168 1,459,760 60 
288 144, 000 353 175,000 50 
19 12,432 1349 17, 250 45 
Britioh Bast Africa.............. 21,109 78 30,600 60 
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had 7,401 houses, almost double 
its 1955 total of 3,734. Seating 
capacity rose from 1,900,000 to 
3,122,702. 

South America, with its im- 
portant trade areas for U. S. 


goods, led the Latin Americas 
with 6,973 theaters in 1960 as 
compared with 6,611 in 1955. 
Seating capacity rose 8 percent to 
a total of 4,518,187. 

Overall screen time for U. S.- 
produced motion pictures was ap- 
proximately 60 percent of the to- 
tal, an 8 percent decline from 
1955. The growth of television in 
Europe and Japan as well as print 
restrictions also contributed ma- 
terially to this decline. 


Improve Accuracy of Data 


The Department of Commerce 
survey* noted that “some of the 
increases in the 1960 statistics 
are attributable to increased ac- 
curacy of data and survey cover- 
age. Data for Eastern European 
countries were difficult to obtain 
and were usually based on official 
Government publications of the 
countries concerned. These pub- 
lications frequently show total ex- 
hibition outlets and probably in- 


clude theaters showing 16mm 
films.” 
On January 1, 1960, Africa 


had an estimated 2,168 motion 
picture theaters with a seating 
capacity of 1,459,760, compared 
to 1,683 theaters with seating of 
1,080,563 in 1955. The Union 
of South Africa, Algeria, Nigeria 
and Ghana reported sizable gains 
in theater facilities. Screen time 
for all U. S. films was 60 percent. 

Mobile Vans Reach Africans 

Here again, the showing of 
sponsored advertising films and 
public interest short subjects is a 
familiar practice throughout these 
lands. A_ sizable operation for 
this purpose makes its headquar- 
ters in the Sudan (Sudan Pub- 
licity Co., Ltd.) and Factual 
Films Limited in Kenya serves 
both formal theaters and operates 
mobile cinema vans in that region 
(see 11th Annual Production Re- 
view, BUSINESS SCREEN, page 
165 for reference). 

In Spain, Estudios Moro of 
Madrid is a prominent supplier 
to theater screens of that country 
and neighboring lands; England, 
France and West Germany have 


*Prepared by Earl H. Young, Scien- 
tific, Motion Picture and Photo- 
graphic Products Division, U. S. 
Department of Commerce; based on 
information submitted by U. S. 
Foreign Service posts and other ma- 
terial on file in the Department of 
Commerce and the United States 
Information Agency. 
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many specializing producers and 
distributors as has Italy. 

What about subject matter? 

An important clue may be 
found in the selections of the U. S. 
Information Agency for overseas 
film showings. But the same gen- 
eral rule of good taste, extremely 
“soft-sell” (for longer short sub- 
jects) and excellent screen quality 
rate equally with genuine public 
interest for the intended audience. 

The medium is a powerful one. 
The success of straight-sell adver- 
tising film playlets in overseas 
lands is largely based on their 
high quality, unusually good use 
of cinematic techniques and a 
strong flavor of entertainment in 
both visual and sound. The popu- 
larity of sample reels of such 
theatrical ad shorts among U. S. 
agencies (winners of the Advertis- 
ing Film Festivals) indicates the 
kind of quality involved. 


Quality Is an Essential 
It is appropriate to stress these 


TABLE 1—MOTION PICTURE THEATERS: NUMBER, SEATING CAPACITY, AND U. S. PERCENTAGE 


OF SCREEN TIME, BY REGIONS AND COUNTRIES (WORLDWIDE) FOR 1955 and 1960 


January 1, 1955 


January 1, 1960 


Region and country 


Seating 


Seating 
capacity 


Africa--Con. 


Congo, Republic of the........... 
Egypt (United Arab Republic)..... 
Entente, Coumcil of the.......... 
French West 
Guinea, Republic 
Malagasy 
Mali 
MOTOCCO. cc 
MOmAMDIQUC. 
Rhodesia and Nyasaland, Federa~ 

OF. 
Sierra 
BOMBLIR. cc 
Togo, Republic 
Union of South Africa...........- 


qualities as essential to the suc- 
cess of short subjects offered U. S. 
and Canadian theatrical audi- 
ences. Such outstanding produc- 
tions as U. S. Steel’s Rhapsody of 
Steel and Mackinac Bridge; 
United Fruit’s Chiquita Banana 
and others have been well re- 
ceived by theater managers. 

Active in this specialized field 
of distribution have been such 
leaders as The Jam Handy Or- 
ganization, Inc. and Modern 
Talking Picture Service, Inc. 
Their booking experts point out 
that subject matter must be time- 
ly, interesting, and useful to the 
potential audience. Despite some 
recent adventures in “pay for 
play” the largest number of these 
shorts are booked theatrically on 
their merit. Cost involved narrows 
down to distributor charges. 

Help Show America Abroad 


35mm is the medium em- 

ployed; color is a major asset 

though a hard-hitting safety sub- 

ject has played well in black & 

white. The shortage of rental-free 

shorts on such widely-popular 

themes as world travel, etc., 

makes anything good of that type 
extremely desirable to theaters. 

ig There’s a cue in this for Ameri- 

ca as the nation looks to attract- 

ing a larger share of world travel 

toward our own shores, helping to 

reverse unfavorable trade bal- 

ances. The picture on the theater 

screen is big, it can be beautiful 

and most often it is projected with 

professional skill. 

It’s a far more important and 

accessible medium than overseas 

television at present. at 


Atlantic Islands, 


cc 
Camary 
Cape Verde 
Madeira Islands. 


SFSSSSR 


n.a@.--Not available. 

‘Probably includes 16-mm. theaters. 

Includes 200 open-air theaters in 1955, 277 in 1960; open only June-September. 

7Includes Trieste. 

“Included in Italy. 

‘Source: Published Soviet Gevernment reports. Reported in 1959, 77,900 theaters (32,300 mobile); 

1955, 48,300 theaters (24,100 mobile). Probably includes 16-mm. theaters. 

“Included in Indochina. 

7TIncludes 800 touring theaters in 1955, 1,273 in 1960. 

*Cambodia, Laos, and Viet Nam. 

*Included in Singapore. 

1° Includes Malaya. 

11Includes 66 open-air, summer theaters. 

12Includes Western Samao, Cook Islands, Tonga, Tahiti, New Guinea and Papua. 

43 Includes about 30 theaters operated on semicommercial basis by mining companies and clubs. 
24Includes Kenya, Tanganyika, Uganda, Zanzibar, and Pemba. 

*5shown as Council of the Entente and Mali Federation. 


TABLE 2—MOTION PICTURE THEATERS: NUMBER, SEATING CAPACITY, AND U. S. PERCENTAGE 
OF SCREEN TIME, BY PRINCIPAL WORLD REGIONS (SUMMARY) FOR 1955 and 1960 


Percent change, 


January 1, 1955 1955-60 


Number 
of 
theaters 


Seating 


capacity Seating 


BUrOpe. 
South 
Mexico and Central America... 


31,727 ,453 
4,174,376 


Middle Bast... 
South 
Atlantic Islands............. 
Drive-in theaters....... 
United States 
Drive-in theaters 
Puerto 
Hawaii... 
GUAM. 
Virgin 


8: 
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n.a.--Not Available. 
*Estimated on basis of 700 average per theater. 


— 
8. 
percentage 
screen 
theaters theaters 
5 1,000 11 2,500 
28 5,500 31 9,500 
355 343 ,049 358 345,000 
n.a. n.a. 30 32,192 
22 20,550 20 15,700 ¥ 
75 37 ,500 | 
35 38,795 59 51,633 
n.a. n.a. 11 8,900 
n.a. n.a. 2 1,400 
n.a. n.a. 31 19,310 
22 10,000 19 9,000 
n.a. n.a. 61 51,552 
168 112,328 187 115,724 
20 10,500 19 12,494 
40 18.500 67 65,392 
9 3,700 10 4,000 
n.a. n.a. 100 45,000 
; 1 450 1 450 
: 6 6,150 16 15,000 
n.a. n.a. 40 60,000 
n.a, n.a. 1 600 : 
56 30,000 32,163 
475 265 , 000 550 340,000 
181 79,373 216 97,173 
13,279 20 10,000 
49,344 143 68,923 
1,000 5 1,500 
12,000 45 13,000 ‘ 
3,750 3 3,750 ie 
| 
74,539 103 ,990 | 42,863,551 +39 +35 : 
2,829 1,864,509 2,927 2,025,723 +3 +9 
Caribbean 773 519,969 857 592,226 +10 +14 
Beat... 9,735 5,540,835 15,697 7,918,969 +61 +43 
459 277 ,640 694 451,000 +51 +63 
2,351 1,467 ,968 2,311 1,463,710 -2 70.3 
1,683 1,080 ,563 2,168 1,459,760 +29 +35 
181 79,373 216 97,173 +19 +23 
1,963 1,020,000 1,495 810,000 -24 -21 m4 
| 229 4160,000 232 162,000 | ....... +1 +1 ae 
14,301 9,000,000 12,291 8,000,000 -14 
4,050 | 2,800,000 4,700} 3,300,000/ .......... +16 +18 
142 75,000 185 98,000 90 +30 +31 is 
28 14,000 29 14,500 90 +3 +3 # 
: 102 61,200 77 47 ,000 90 -25 -23 
n.a. n.a. 5 2,300 
n.a. 5 2,250 GOT 


A FOUR-PART MOTION PICTURE PROGRAM FOR PERSONNEL MANAGEMENT 


Filmed Case Studies to Aid Job Evaluation 


“How's It Going?” Provides Both Principles and Techniques for the Interviewer 


EW AREAS OF MANAGEMENT have re- 

ceived more attention than evaluation 

of job performance. Methods for ap- 
praising employee strengths and weaknesses 
are devised and revised. Techniques for com- 
municating the appraisal are discussed and de- 
bated. Yet the “moment of truth” when man 
and manager come face-to-face across the desk 
continues to pose serious problems for both 
interviewer and interviewee . . . and in both 
individual and organizational terms . . . con- 
crete results are often disappointing. 

Four recently filmed “case studies” take a 
new approach to some of the factors basic to 
such interviews irrespective of the differing 
formal ground rules under which they may be 
conducted. Collectively titled How's It Go- 
ing?, these episodes (produced and made 
available for print purchase by Henry Strauss 
& Co.) start from the premise that if the ap- 
praisal interview is going to be truly meaning- 
ful and productive it must often touch on 
“sensitive” areas. 


Interviews Have “Conflict” and “Agreement” 


The interview contains seeds of misunder- 
standing as well as understanding; conflict as 
well as agreement; frustration as well as 


Without adequate preparation, achievement of 
understanding is nearly impossible. The inter- 
viewee's face reflects his confusion in this 
scene from “More Than Paperwork.” 


The interviewee’s reaction makes it seem du- 
bious that there will be action in this episode 
from Case Ill; “Means to an End.” 


42 


progress. Incorporating a study guide for each 
case, How’s It Going? films are designed to 
permit study of interview principles, training 
in interview techniques. They help make pos- 
sible attainment of benefits without side ef- 
fects. 

Each discussion session in the program is a 
self-contained training unit approximately one 
hour long—with films and course outlines de- 
voted to exploring a principal goal of the in- 
terview and specific methods for attaining that 
goal. Here are the basic subjects: 

The Subject Matter of Case One 

This first case, More Than Paperwork, 
brings out, as an important goal, the creation 
of mutual understanding about the purpose of 
the interview—the functions of the job on 
which the employee is being rated—standards 
of performance expected—and how well he is 
meeting those standards. 

Since man and manager frequently expect 
different things from the interview and come 
to it with different emotional outlooks, the film 
and discussion material stress techniques of 
adequate advance preparation and of an open- 
ing that will set up a favorable “climate” for 
the interview. 

Case Il: The Give and Take focuses on the 


Is he really agreeing or merely going along 
for the sake of appearances? An older, more 
experienced interviewee presents a communi- 
cations problem in Case II: “Give and Take.” 


Ready and willing to learn—but is he able? 
It depends on the interviewer as much as on 
the interviewee in Case 1V: “The Way Ahead.” 


second interviewing goal: getting agreement. 
This is a genuine meeting of minds which can 
only occur when the interviewee is convinced 
that the interviewer is objective about him and 
his performance, fair in comparing him with 
others, competent to make the evaluation. The 
interviewer's use of reasonable evaluation 
standards and recommendations that are in 
line with the employee’s own self-interest are 
other factors. This is a place for two-way 
communication. 


Concealed Resentment Can Block Action 


Case III: In Means to An End, the study 
dramatizes the fact that an apparently smooth- 
running interview can develop under-the-sur- 
face resentments that block action instead of 
stimulating it. Need is shown for planning the 
discussion so as to arrive at specific goals and 
specific methods for reaching them. These 
goals are defined from both the interviewer 
and the interviewee’s points of view. Flexibili- 
ty is an important asset when the initial plan 
hits a snag. 

And in Case IV: The Way Ahead points 
out that what can be learned from the inter- 
view may stimulate both parties to move 
ahead on their own. It is shown that the inter- 
view can contribute to the growth of the man- 
ager as well as the man. Reasons why this 
may fail to occur are examined. And by way 
of summarizing the program, this session em- 
phasizes the sometimes over-riding impact of 
the interviewer's personality and attitudes and 
the emotional barriers that can unconsciously 
rise to block understanding, agreement and 
action. 

Shows Understanding of Emotional Value 


Filmed throughout with understanding of 
the impact of the motion picture medium as 
a training tool in inter-personal relations (a 
Strauss forte), the series employs good use of 
gestures, facial expressions, voice tone and 
unconscious mannerisms that are nearly as 
important as “what is said” in determining 
success or failure. The effect further sensi- 
tizes the viewer to the emotional elements that 
lie beneath the surface in such contacts. 

The How’s It Going? casebook is available 
to business, government and educational insti- 
tutions on a sale basis only. Set of the four 
cases and accompanying Leader’s Guide is 
priced at $125.00 and may be obtained from 
Henry Strauss Distributing Corp., 31 West 
53rd Street, New York 19, N. Y. Lae 


The S. S. Hope Begins 


Its Journey for Peace 


Sponsor: Project Hope (People to People 
Health Foundation). 


TITLE: Voyage of the S. S. Hope, 27 min., 
color, produced by MacManus, John & 
Adams, Inc., through the facilities of Klae- 
ger Film Productions. 


® S. S. Hope is the first of a projected fleet of 
white hospital ships which will carry a mes- 
sage of peace to the world. 

This dramatic film is a documentary de- 
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scription of the 230-bed hospital ship which is 
setting out to carry new medical skills and 
technology to nations in need of this help. It 
shows the dedication of the ship by Vice Presi- 
dent Nixon, last fall, before the Hope sailed 
off for its first stop in Indonesia. 

Bob Considine, well-known newsman, is 
narrator. Producer and director for Mac- 
Manus, John & Adams was Frank P. Bibas. 
Distribution will be to schools, adult and tele- 
vision audiences through all offices of Modern 
Talking Picture Service, 3 East 54th Street, 
New York, and Association Films, Inc., 347 
Madison Ave., New York. 4 


| Blending the Old and 
Volkswagen of America 


Pictures Scenic Austria 


Sponsor: Volkswagen of America, Inc. 


TITLE: Four Seasons of Austria, 23 min., 
color, produced by Marathon International 
Productions, Inc. 


*% This beautiful travel film relives an auto- 
mobile tour of modern Austria. Amidst breath- 
taking scenery it shows how old and new are 
blending in a country famous for castles, festi- 
vals, Mozart and mountains. 

The festivals are especially colorful. In the 
ancient Festival of Winter’s End the villagers 
don grotesque costumes and dance about 
noisily to frighten away the Demons of Winter 
and awaken the Spirit of Spring. Other ex- 
citing scenes show horse racing on an ice- 
covered mountain lake and the famed Vienna 
Boy’s Choir. 

Distribution is to adult groups through 
Modern Talking Picture Service, 3 East 54th 
Street, New York. Ve 


North Carolina Lures 
the Ardent Fisherman 


Sponsor: North Carolina Department of Con- 
servation and Development. 


TitLeE: From Kitty Hawk to Calabash, 13% 
min., color, produced by Haycox Photo- 
ramic, Inc. 


& Over 30 varieties of game fish can be found 
—and perhaps hooked—in the coastal waters 
of North Carolina. It is a mecca for surfcasters 
from all over the country. And for those who 
like to take things a little easier there are 30 
piers jutting out into the ocean on the 300- 
mile coastline. 

This beautiful new film describes the excel- 
lent fishing opportunities for any and all kinds 
of fishermen in the Old North State. While 
the huge blue marlin might seem to be the 
real star of the film, opportunities for fresh 
water fishermen are not left out, either. Within 
sound of the pounding surf the largemouth 
bass and many other fresh water fish are found 
in abundance. 

Distribution is via Modern Talking Picture 
Service, 3 East 54th Street, New York, to 
fishermen—women and children of all ages. 
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Dealer drivers hit Florida highway on last lap of 2,100-mile Denver-Miami test. 


Texaco Shows Meaning of “Climate Control” 


Altitude, Weather Effects Clearly Shown in Film of Denver-Miami Test Run 


Sponsor: Texaco, Inc. 


TITLE: Climate Controlled Gasolines, 25 min., 
color, produced by Audio Productions, Inc. 


* Television newscasters Chet Huntley and 
David Brinkley take leading parts in this new 
Texaco dealer film. As spokesmen for Texaco 
commercials they are, of course, familiar with 
the company’s “Climate Control” gasolines. 
But Bill Malone, jet pilot and sports car racer, 
is an expert. He explains that gasoline perform- 
ance is affected by two very important con- 
siderations: temperature of the air, and alti- 
tude above sea level. If gas is too volatile in 
hot weather it may cause vapor lock in the 
gas line, and pre-ignition. If it is not volatile 
enough in a cold clime it starts hard. 
Texaco’s solution to climate differences is 
the 28 Climate Control areas in the company’s 
distribution system. Each area receives the 
exact blend of both Sky Chief Supreme and 
Fire Chief that matches the expected weather. 
And this blending is changed 12 times a year. 
Altitude, Weather Effects on Performance 
Besides this, as liquids are more volatile at 
high altitudes than at lower regions, gasoline 
for mountain areas is not right for the sea 
coast. Modern high compression cars need a 
higher octane gas at sea level than they do in 
a place like Denver, which is a mile high. Cli- 


Emergency break: as temperatures rose the 
Denver-fuel car died in traffic (vapor lock) 
near Daytona Beach. Then they called it quits. 


1961 


mate Control is also Texaco’s answer to these 
problems, as well as temperature differences. 

To show what Climate Control can mean 
to car performance, the film documents a test 
run from Denver to Miami using two identical 
cars, but with one using Texaco “Denver” 
Sky Chief Supreme all the way (from a follow- 
ing tank truck) while the other car also used 
Sky Chief, but Climate Controlled to each 
area the route passed through. 

“Denver” Gas Knocks, Causes Vapor Lock 

Result: the car with the “Denver” gas all 
the way used about 20% more fuel than the 
other car. It knocked from St. Louis on south. 
At Orlando, when the thermometer hit 80 
degrees, the car with the “Denver” gas conked 
out two or three times with vapor locks. Know- 
ing it would take a week to get to Miami at 
that rate, the “Denver” gas car finally filled up 
with Florida Sky Chief Supreme and whizzed 
on to Miami knock-free. 

Driving the two test cars for the film were 
two actual Texaco dealers—gas stations along 
the route were actual stations—the amounts 
of gas used were the actual amounts—the 
weather along the route was the real weather, 
not weather according to a script. 

Well Received at Spring Dealer Shows 

All this actuality rings absolutely true in 
the film, which was received with more than 
usual enthusiasm at Texaco’s recent nation- 
wide spring dealer meetings. Wy 


The Faets About 8mm Sound 


* A detailed analysis of all that’s new 
and useful in 8mm sound projection will 
be featured in the next issue of BUSINESS 
SCREEN. 


Facts gathered by our experienced 
staff people in all sections of the country 
will give readers the complete story of 
this new sight/sound dimension. ne 


: 
— 
43 
- 


CURRENT & OUTSTANDING SPONSORED MOTION PICTURES OF THE MONTH | 


AnAmerican Company Views “The Challenge” | 


Ss. C. Jehnsen’s Prevecative Film Probes Overlooked Aspects of Business 


Sponsor: S. C. Johnson & Son, Inc. 


TitLeE: The Challenge, 27 min., color, pro- 
duced by Metro-Goldwyn-Mayer. 


t Does business offer a challenge comparable 
to that of other worthy professions? 

Is it selfish, concerned only with its profits 
and not with employee conditions or customer 
benefits from its products or its role in the 
community? 

Some surveys show that many young people 
today would answer “no” to the first question, 
and “yes” to the second. 

To these questions, S. C. Johnson & Son, 
Inc., better known as Johnson’s Wax, has de- 
voted a new film that sets itself up as the 
“guinea pig” in seeking answers. 

While the film’s release coincides with John- 
son’s 75th anniversary, it is not a back-pat- 
ting anniversary picture in any sense, but a 
thoughtful probe into aspects of business that 
are sometimes overlooked. 

With the Frank Lloyd Wright-designed 
buildings of Johnson’s Wax in Racine, Wis- 
consin, as a setting for the film, an inquiring 
“graduate student” concerned about the mis- 
conceptions his fellow students have about 
business, probes into profits, production and 
people. He finds that such corporate virtues 
as respect for individual dignity and initiative, 
pride in work, civic responsibility, social con- 
sciousness and service to customers are the 
rule and not the exception. 

Profit, the need for it and what is done with 
it, is explained in terms of reinvestment for 
growth and new jobs, fair stockholder return 
on investment and sharing with employees. 
Johnson’s Wax was one of the earliest profit- 
sharing companies, and the film notes that 


Profits, production and people are 
concerns shown in “The Challenge.” 


thousands of American firms now distribute 
part of their earnings to employees. 

“But business is not all sweetness and light,” 
says the film. “Like everything else business 
has its defects and there are areas where it 
can and must be improved. That’s the chal- 
lenge.” 

The film is narrated by Dr. Frank Baxter 
of the University of Southern California, a 
noted educator, and a television and film per- 
sonality in his own right. It will be distributed 
nationally to schools, fraternal and service 
clubs and other community organizations by 
Sterling Movies U.S.A., 375 Park Ave., 
New York. Wye 


Hammond Organ Premieres a New Sales Picture 


Sponsor: Hammond Organ Company. 


TitLe: Happy Is the Home, 15 min., color, 
produced by Fred A. Niles Productions. 


*® A visual presentation for use in Hammond 
Organ Company’s new merchandising program 
was introduced at this company’s recent bien- 


“Happy Is the Home” with a Hammond organ. 


nial Western Hemisphere management meet- 
ing in Chicago. 

The 15-minute color motion picture, titled 
Happy Is the Home, features the Hammond 
“chord organ,” which is the hub of the com- 
pany’s entire line. Created and produced by 
Fred A. Niles Productions, Inc., Chicago, the 
film entertains as well as answers most con- 
sumer questions about the easy-to-play in- 
strument. 


The story line of Happy Is the Home in- 
volves a harassed father who finds refuge and 
peace in the home of a neighboring family. 
The tranquillity, he learns, stems from the 
neighbor’s new chord organ. How the instru- 
ment is played without knowing music notes 
or taking lessons is unfolded as sequences 
dramatize the organ venture in the lives of 
others. 

The Niles’ production as directed by Tom 
Rook with photography by Jack Whitehead. 
Hammond will make prints of the film avail- 
able as a sales tool to all representatives. 
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“Menu for Growth” Proves 


Lunch for the Millions 
Takes Efficient Planning 


Sponsor: G. S. Blodgett Company. 
TitLeE: Menu for Growth, 20 min., color, pro- 
duced by Bay State Film Productions, Inc. 


& The planning, preparation and serving of 13 
million lunches a day has a featured role in a 
new 20-minute color film released in May for 
national 16mm audience showings. 

The National School Lunch Program, insti- 
tuted in 1946, is described in Menu for 
Growth, sponsored by the G. S. Blodgett 
Company and produced by Bay State Film 
Productions, Inc. In this picture, which Lowell 
Thomas narrates, the camera takes audiences 
into lunchrooms and cafeterias of some of our 


Lowell Thomas narrates “Menu for Growth” 
as cameras visit mass-feeding operations. 


largest schools and industrial organizations. 
For the section on the School Lunch Program, 
Mr. Thomas introduces Martin Garber, Direc- 
tor of Food Distribution for the U. S. Depart- 
ment of Agriculture. 
Importance of Planning and Equipment 

The designing and engineering of school 
kitchens is brought out by Walter Lobdell of 
Boston, a noted food facilities engineer, who 
outlines the importance of both planning and 
use of the proper kitchen equipment. 

Location photography includes scenes taken 
at Framingham High School in Massachusetts 
where 5,000 lunches are planned and pre- 
pared for this school and for other schools in 
the area. The school also serves as a workshop 
for managers and cooks in School Lunch pro- 
grams. The intricate planning required for 
proper nutrition and efficient operation is 
brought before the camera for the first time. 

Available for School and Group Shows 

Menu for Growth is being offered to 
schools, service groups, state school lunch 
workshops and other interested organizations. 
The Blodgett Company of Burlington, Ver- 
mont, is the sponsor. a 
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Motivating Officers, NCO’s— 


A Human Relations Film 


for Army Re-Enlistment 


Sponsor: The United States Army. 


TitLE: The One That Got Away, 26 min., 
b/w, produced by MPO Productions, Inc., 
through Dancer-Fitzgerald-Sample. 


* Promoting re-enlistment through motivation 
of officers and NCO’s is the theme of this new 
training film produced for the Army by 


| 


| 


ducted at many medical societies throughout 
the country. It is one of several seminars un- 
derwritten by Lederle Laboratories to present 
_ outstanding professional authorities speaking 


on new medical techniques. 
Speaking on The Roles of Chemotherapy 
in Mammary Cancer is Dr. Jeanne C. Bate- 


_man, of Washington, D. C., one of the na- 


tion’s foremost specialists on this subject. With 
an extensive practice of her own, Dr. Bate- 
man, who has spoken to hundreds of medical 


| groups in past years, found that demands on 


MPO’s West Coast Studios. The picture was | 


made on location at Fort Ord, California. 


The story, which utilizes 10 professional ac- | 
tors and 500 GI extras, emphasizes the hu- | 
| Sponsor: The United States Naval Academy. 


man approach the Army takes toward its re- 
cruits and expects its training officers to use. 
The conclusion pulls no punches in showing 
past mishandling of the problems of one sol- 
dier, but it points the way towards improving 
the human relations of trainers and recruits. 
The film gives the viewer the impression that 
he is watching real people in real situations. 
The camera probes into and develops insight 
into the personality of the main characters. 
For MPO, Mel Dellar produced and Dave 
Monahan directed. Capt. Matt Irvin, U.S. A., 
was technical consultant. 


This Lederle Film Shows 


How Chemotherapy Aids 


in Treatment of Cancer 


Sponsor: Lederle Laboratories Division, | 


American Cyanamid Company. 


TitLeE: The Roles of Chemotherapy in Mam- 
mary Cancer, 40 min., b/w, produced by 
Willard Pictures, Inc. 


ve When signs and symptoms of cancer recur, 
which sometimes happens several years after 
treatment, the patient despairs. But diabetes, 
pernicious anemia and most heart diseases are 
chronic incurable conditions—yet the sufferers 
of these diseases most often live comfortably 
to a full life span. 

The similitude of conditions caused by these 
chronic diseases with cancer is pointed out in 
this new Lederle film for professional au- 
diences. “Today we do not have a cancer cure 
in the true sense of the word,” the film says. 
“We do not know the cause of this disease. 

“Regard Cancer as a Chronic Disease” 

“If, however, we could gear our thinking 
to regard cancer as a chronic disease instead 
of a fatal terminal state unless completely 
burned or cut out, both the patient’s and the 
doctor’s morale would improve. There are a 
growing number of ways in which many un- 
cured cancers can be treated and we have the 
right to anticipate not only more anti-cancer 
agents but also a true cure in the not too dis- 
tant future.” 

The Roles of Chemotherapy in Mammary 
Cancer is a filmed version of a seminar for 
the medical profession which has been con- 


her time were becoming too heavy. As a re- 
sult, the filmed version of her message is now 
being widely used. 

One More Approach to Control of Cancer 

Dr. Bateman’s experience is that chemo- 
therapy has been successful in her practice, 
under certain conditions, but not to the ex- 
clusion of other methods. Her case histories, 
in which maintenance chemotherapy has been 
used, are most impressive, and should serve 
to widen the horizons of many of her col- 
leagues. 


Ring of Valor: Symbol of the Naval Academy 


TITLE: Ring of Valor, 27 min., color, produced 
by Audio Productions, Inc. 


*& The opening scene of this film is a beauty 
shot of a Naval Academy class ring lying on 
blue velvet. “This ring is worn proudly by 
every officer who has been graduated from the 
United States Naval Academy. It is truly a 
ring of valor.” 


Commander Alan B. Shepard, Jr.—on 
being asked if he carried any personal be- 
longings with him in the Mercury cap- 
sule: “I had only my Naval Academy 
ring.” 


Ring of Valor is a picture designed to en- 
courage young men to aspire to an Annapolis 
education. It shows the Academy class ring as 
a symbol of honor, strength and power in 
every part of the world. 

How does a man acquire this symbol of skill 
and honor? The film takes us back to arrival 
day for young plebes. It follows their daily 
life as they go about Academy life, watches 


_them in class, at sports, and everlastingly 


studying. The curriculum is on a par with the 


Tradition and intensive study both help to 


_ prepare the Midshipman for his future . . . 
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nation’s leading universities, while Naval pro- 
fessional subjects provide an additional 25% 
of training. 

Scenes show the Academy’s sub-critical 
nuclear reactor, its labs for study of orbital 
mechanics, and its elaborate trainers for simu- 
lating actual situations in naval activity. Social 
sciences and the humanities are equally im- 
portant to Naval officers, and the Academy 
has strong courses in these subjects. 

In the summer, Midshipmen can practice 
the old adage—‘Join the Navy and see the 
world”—on training cruises with Liberty in 
foreign ports—a pretty fair way to spend a 
summer. Other summer sessions are spent in 
submarine service, and in firsthand training at 
Naval air stations. 

Academy Superintendent Rear Admiral C. 
L. Melson sums up the spirit of the film: 

“We have tried to give you an overall view 
of a Midshipman’s life—where and how he 
lives—what he does and what he learns. In 
summation I can only say that each man 
wearing the Academy ring—each graduate of 
the United States Naval Academy—goes forth 
to a splendid, worthwhile career; richly re- 
warding and in the highest tradition of honor 
of America and its Navy.” a 


And this officer-in-training for the Navy will 
soon earn a cherished “Ring of Valor.” 


| = 
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HOW FILM DISTRIBUTION TURNS PEOPLE INTO AUDIENCES 


An Informative New 13-Minute Seund Motion Picture Provides Useful Facts 
About the Opportunities and Requirements of Sponsored Film Distribution 


ROWING POPULATIONS, a larger labor 

force, more students in schools and 

colleges . . . all these present an ever- 
increasing challenge in communication. An- 
swering this challenge for both mass and selec- 
tive dissemination of needed information are 
the large number of factual motion pictures 
produced annually to reach specific groups of 
people. And reaching those people is the task 
of the specializing, professional film distribu- 


No matter how well made, a sponsored film is 
successful only when it reaches its audience— 
when it's distributed to the people who will 
buy your product, services or point of view... 


The account executive works with you, plan- 
ning that distribution which will present your 
film with most effect . . . within the budget 
which you set... 


On return, each print of your film is electroni- 
cally inspected, cleaned and, if necessary, re- 
paired. Proper maintenance lengthens print 
life, assures screen success. 


tor with facilities to move this great medium. 

Today’s nationwide groups require efficient, 
close-at-hand facilities to serve them; well- 
produced films need professional film han- 
dling to assure their perfect presentation on 
the screen. How all of this takes place is de- 
scribed in a new 13-minute sound film titled 
People Into Audiences, sponsored by Modern 
Talking Picture Service, Inc., a 23-year vet- 
eran of the distribution business with 30 re- 


Successful distribution is as complex as any 
means of communication today. You need a 
professional film distributor like this Modern 
Talking Picture Service account executive... 


And above all, he'll deliver your audiences. 
Audiences chosen from active and comprehen- 
sive lists on file. Who are these audiences? For- 
mative citizens . . . adult citizens of today .. . 


Automatic data processing provides complete 
control. Film booking cards are transferred 
to IBM punch cards. Punched cards are veri- 
fied to eliminate manual error .. . 


gional offices in the U. S. and Canada. The 
picture takes viewers inside exchange opera- 
tions, shows automated tabulation and report- 
ing methods; electronic film handling equip- 
ment standard in this network. It also shows 
extensive promotional operations. 

Scenes on this page are brief glimpses from 
People Into Audiences. The complete picture 
tells the story in depth of the “opportunities 
and the requirements of sponsored film distri- 
bution.” Every company and trade group con- 
cerned with more effective use of the film 
medium should see this useful film. 


He represents an organization with over 23 
years of experience . . . with 30 regional of- 
fices throughout the country to provide on-the- 
spot cooperation with your district offices .. . 


Into each of our 30 field offices come requests 
for film bookings. Convenient locations permit 
personal pick-up, as well as phone and mail 
orders . . . courteously and promptly handled. 


Whatever combination of facts are needed... 
machines are set up to supply them. Matching 
of audience report cards with booking cards 
provides you monthly certification . . 
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“These Kodak Pageant Projectors can record sound as well as play it back. We use them to transfer sound 


from magnetic film to duplicate prints... saving time and recording 


pense, and providing flexibility.” 


“Movies communicate in minutes what would 
otherwise take hours or days to learn” 


Says producer Charles Probst, President, Cine- 
fonics Inc., a Division of Cook Electric Company, 
Chicago, Illinois: 
“Our movies speed the interchange of technical 
information—create an understanding vitally 
needed among engineering teams widely sepa- 
rated by place, time, or technology. These mo- 
tion pictures also help the layman understand 
scientific advances, especially in nuclear and 
space age projects. 

“Cinefonics film reports, we’ve been told, can 


interpret and communicate—faster than per- 
sonal talks or visits. 

“One way we meet our ‘crash’ deadlines— 
when vital information must be filmed with 
sound and rushed to many places for viewing 
simultaneously—is with the Kodak Pageant Pro- 
jector setup (above) for recording magnetic 
sound tracks. 

“We use many Kodak Pageant Sound Pro- 
jectors because they’re compact and quiet, be- 
cause their performance flatters the motion pic- 


tures we make, and because they don’t get in the 
way of what we’re showing.” 


Smooth presentations 


... that’s the Kodak Pageant idea. A projector 
that takes distractions out of screened instruc- 
tional, sales, educational, and business motion 
pictures. 

A Kodak audio-visual dealer will demonstrate. 
Or, write for detailed booklet. 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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Combining live action and animation, this 
early Bray cartoon features studio character, 
Col. Heeza Liar, in “Treasure Island.” 


J. R. Bray (center) directs filming of an early 


technical motion picture. Bray Studios has 


specialized in this field for a half-century. 


A Visual Pioneer Observes His 50th Year 


J. BR. Bray Was One of First Americans te Produce Films for Industry 


New York, and the pioneer producer of 
animated cartoons and educational mo- 
tion pictures, was also one of the first Ameri- 
cans to produce films for sponsors in industry. 
Mr. Bray, then a cartoonist for Lire, JUDGE 
and other magazines, conceived the idea of 
making cartoons move on the screen in 1910, 
and his first film was released theatrically in 
1912. In the first 10 years of its existence the 
Bray Studios turned out such sponsored films 
as Fighting Waste With Movies, for the Na- 
tional Cash Register Company; Machines That 
Think, for the Burroughs Adding Machine 
Company; Black Sunlight for the Anthracite 
Coal Commission; The Man at the Throttle 
for the New York Central Railroad; The Mys- 
tery Box, for Radio Corporation of America; 
and Treat ‘Em Right, for the Pennsylvania 
Telephone Company. 


J R. Bray, founder of Bray Studios, Inc., 


Made Training Films in First World War 


Much has been written about the part 
played by films in training soldiers, sailors and 
industrial workers in World War II, but less is 
generally known about training films in the 
first World War. Films did their bit toward 
winning that war, and their part was decidedly 
more serious than that of showing an occa- 
sional parade or the behavior of the men in 
the trenches. 

The Bray Studios was among the first to ap- 
ply motion pictures to intensive military train- 
ing. The technical animation methods origi- 
nated by Mr. Bray enabled hundreds of thou- 
sands of military men in 1917-1918 to be- 
come practiced, not only in tactics and drill, 
but in such necessary details as map-reading, 
“bomb throwing” and machine gun operation 
in a fraction of the time usually required. 

Health Pictures of 1921 Still in Use 

In 1920, Mr. Bray produced an experimen- 
tal animated cartoon in color. In 1921, he 
brought out the Science of Life series of edu- 
cational films for the United States Public 
Health Service, some of which are still ac- 
tually in use today. 

Among the pioneers on the Bray staff in 
the early years were Max Fleischer, animated 
cartoonist for Paramount; Paul Terry, for 
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Twentieth Century Fox; Walter Lantz, later 
of Universal; and John A. Norling, whose own 
firm, Loucks & Norling, was a leading factor 
in the industrial field for many years. 

Three generations of Brays are still active 
in the Bray Studios organization. In addition 


Above: Mr. Bray (seated) confers with an as- 
sociate, Jack Norling. At left: scene from early 
film on radio waves produced for RCA. 


to J. R. Bray, now board chairman, his son, 
Paul A. Bray, president, and Paul Bray, Jr., 
secretary and sales manager, now carry on the 
firm’s traditions. 

The company produces sponsored films and 
TV commercials, and remains to this day a 
leading producer of training films for the 
armed forces and of educational films for 
schools’ use. 


SCENES FROM “THE HIDDEN 


This scene of a blind child is from the 10- 
minute film, “The Hidden City” currently aid- 
ing New York’s fund campaign. 


Another touching scene from “The Hidden 
City” shows care given dependent and handi- 
capped children through the F 


CITY” NEW YORK FUND FILM 


Produced by Wilding, Inc., this heart-warming 
picture shows how fund contributions aid 
homes for foundlings .. . 


Aid for medical and surgical care is pictured 
in this final scene from the Fund picture, now 
being shown throughout Manhattan. 
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A-V CALENDAR: 1961 


June 12-16 
8th Int’l Advertising Film Fes- 
tival, Cannes, France. 


June 23-July 1 
7th Annual Robert Flaherty 
Film Seminar, Puerto Rico. 


July 10-22 
4th Annual Vancouver Interna- 


couver, B.C., Canada. 
July 13-22 


International Festival of Cine- 
matographic Art: Venice and 


tions shown here. 


July 15-20 
Nat'l Institute for A-V Selling, 
Bloomington, Indiana. 


July 17-21 
3rd Annual Visual Workshop, 
U. S. Department of Agricul- 
ture, Washington, D. C. 


July 22-25 
National Audio-Visual Conven- 


tion & Trade Show. Morrison 
Hotel, Chicago, Ill. 


July 30-August 4 
70th Annual Exposition of Pro- 


9th Nat'l Industrial Photo- 
graphic Conference, New York. 


August 20-26 
University Film Producers 

Assn. Convention, Berkeley, 
California. 


August 21-Sept. 2 


International Film Festival. 
CINE selections shown here. 


September 2-12 
Cannes International Film Fes- 
tival (theatrical emphasis); 
Cannes, France. 


September 13-15 
9th Annual Columbus Film Fes- 
tival, Columbus, Ohio. Entry 
closing date: July 15, 1961. 


October 2-6 


SMPTE 90th Semiannual Con- 
vention, Lake Placid, N. Y. 


October 16-20 
1961 National Safety Film Con- 


Plaques. 
November 1-14 


Film Festival, San Francisco, 
California. 


November 16-25 


nical & Scientific Films, Buda- 
pest, Hungary. 


tional Film Festival, Van- | 


Padua, Italy. CINE film selec- | 


fessional Photography and | 


Stratford (Ontario, Canada) | 


gress, Chicago, Ill. Awards to | 
be given winners of Safety Film 


5th San Francisco International | 


International Festival of Tech- | 
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Another GIANT Step Forward in 


FLORMAN « BABB, inc. 


68 West 45th Street New York 36, New York MUrray Hill 2-2928 


In a short but hectic space of 3 years, F & B has 


- emerged as one of the leading suppliers of animation 
J... _ equipment to suit every purpose. F & B is deeply 
Ve interested in the problems facing film producers, and 
all of these products have been developed only after 
: much discussion, consultation and research. All stands 
F&B iphy. 


are custom built and virtually every stand delivered 
ANIMATION STAND 


has contained adaptations and modifications worked 
out to best meet the individual buyers requirements 

The undisputed performance 

champion in the low-priced ani- 


mation stand field. 


NEW INDUSTRIAL & AV 
ANIMATION STAND 


ani mati unit for the industrial 
or school studio in a package. 


Specifications: 60” zoom — 
manual wheel 1/2” per rev.— 
1-18 field — ground steel 2” 


PORTMAN 
ANIMATION STAND 


let, 


It’s an base. 
; amera carriage interchange- 
able for movies, stills, eniarg- More than 
ing, copying, projection. 45 acces- 
Filmstrip Capacity 70 ibs. Compound— sories 
Stand NSEW movement driven by available 
© Product lead screws with hand cranks including: 
Stage —NS EW 18”— 1/10” Multi-Plane 
® Tiltin counters on all cranks. Table Tabi 


Top—18” x 24”—2 peg bars— 
24” movement, 1/20” scale. 
360° rotation with 1/2° scale. 
Spring-loaded platen with self- 


Stan 


leveling water white glass. Crawl Unit 
Pantograph — attached, right . Aerial Image 
side up. Underneath Light Box rojector 


—with 4 sockets—opal glass. ® Stop Motor 
Shadowboard—on single post Motor 

swivel. Top Light Bracket. . home Portman 
Accessories available include ack-over, 
motorized zoom, floating peg 16mm-35mm 


bars, dovetail camera mount, Camera 


4x5 copying and enlarging 
head. 


Our new streamlined design in- 
corporates all the versatility of 
stands costing twice as much. 
Enthusiastic users from Australia 
to Venezuela endorse its rugged 
simplicity and efficiency. 


Compare these specifications: 

@ Zoom Range 1-30 Field 

® Compound Camera Carriage 
18” E-W, 12” N-S 


Write For 
Brochure 


® Tracking Accurate to 1/1000 $ WRITE FOR 

of an inch Basic $ COMPLETE 
Weight 450 Ibs. 14 Accessories Stand 20 PAGE 
Available 


Complete unit, as shown CATALOG 


Other Accessories Available or Custom-built 
To Your Requirements: 


Zoom counters & scales Rotary compound 
Shadow boards movement 
Motorized zooms Double rotary 
hanes mount movement 
MULTI-PLANE TABLE ic foll 
ws TRAVERSE PEG BAR Automatic follow- Pantograph 
3 dimensional animation—4 levels i i 
optically flat water white glass — tan A, Dovetail camera mount 
24” x 33” x Ye". Each level inde- longer on special order. Ground steel Universal light brackets ene 
pendently adjustable—slides freely on track with hand crank & counters in Slip lens units Floating peg bar 
rails. Stops provided on each level. 1/100 inch : 12 field Luni 
bare — $1 95 Multi-plane table crawl unit 
Price $570 $12. Price Artwork tables Compound sub-bases 
Copying camera plate 
Automatic field size PROTONS 
DRAWING UNDER light units Wide screen platen 
DISK “ Wipe & ripple units glass : 
, NEATH Aerial image projector 
Aluminum with 3 Peg bars 
LIGHT BOX interchangeable 
5 light sockets, Peg plates 16-35mm Animation 
cutout with motorized blow- Peg inking boards Camera — 
frosted glass in- er, opal oon. Peg sets — disolve 
sert, outside Evenly illumin- utomatic magazine 
diameter 17” — ates a $95 ano take-up 
rotates. field. Single speed & 3-speed 
Also available Price Peg tracks stop-motion motors 
wjth moveable Price $45 


pegs. 


REGISTRATION PUNCH. 3 punches on 4” centers. Standard peg sizes— Please send me detailed information and prices on: 
Acme or Signal Corps. Tool steel dies will punch thru Ye” cardboard. Two locating 
pegs for continuous punching, positive back stop, adjustable side $295 
stop. Spring loaded lever handle. 9” x 12” mahogany shelf. 


F & B Triplex 
Portman Stand 
New F & B industrial Stand 
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Filmed Case History of a Sales Meeting 


Taking a Leaf from Its Own Book, Centreon Corporation 
Shows How It Met Challenge of Phillips Sales Program 


HY 1s IT that the barber who 

pushes hair-tonic is always 
bald-headed? And why is it that 
usually the last firm to make a film 
about its product is the motion 
picture company? 

Centron Corporation of Law- 
rence, Kansas, recently decided to 
reverse this tendency. With all the 
attractive footage from a success- 
ful production available, why not 
utilize parts of it to show what a 
good producer-client relationship 
can accomplish? 

The result is Case History of a 
Sales Meeting. 

The 22-minute color film shows 
how the company met and han- 


died a particular challenge. In this 
case it was a national sales meet- 
ing for the Phillips Petroleum 
Company. 


Sought “Local Level” Touch 


The problem involved a desire 
on the part of the client to give its 
national sales meeting the intimacy 
of a division-level presentation. 
Yet, it had to have the quality and 
impact of a company-wide meet- 
ing. 

Important new products, tech- 
nical information, and promotional 
plans required the active participa- 
tion of Phillips’ national officers. 
This meant that they must appear 


7 


simultaneously at each of the com- 
pany’s 18 sales divisions. 

Case History shows how the 
Centron group, working closely 
with Phillips officials, conceived 
the idea for a combination live- 
motion picture-slide film presenta- 
tion, the various parts to dove- 
tail into a fast-moving, 24-hour 
show. 

Rear-projection was employed 
to eliminate the distraction of pro- 
jector noise and operators. The 


meeting. Through filmed tours of 
the Phillips plant, company offi- 
cials explain the latest facilities 
and new products, and discuss 
company objectives. Slidefilms are 
shown introducing dealers to the 
new look at various service sta- 
tions and giving them their first 
look at the new Phillips uniforms. 
They are told what has been ac- 
complished and shown the oppor- 
tunities ahead. 

Pantomime, frozen action, and 


Production and actual field experience in the 1960 Phillips Petroleum 
Company's nationwide sales meetings are pictured in Centron’s film. 


screen was incorporated into a 
portable set designed for easy 
adaption to any size room. The 
set folded into a single shipping 
crate, and the crate itself was uti- 
lized for speaker platforms. Eight- 
een duplicates of the set were 
made. 

In Case History, entertaining use 
of stop-motion photography short- 
ens this venture to chuckle-length. 

The film enables the Centron 
staff to show their talents for 
creating music and comedy num- 
bers as well as sales and educa- 
tional material. Top talent, such 
as singer Anita Bryant and the 
comedy team of Rowan and 
Martin, enliven the production. 

The set-up at a division meeting 
is duplicated to show how the 
pieces fitted together to tell the 
company story at the “local” level. 

One portion of the film portrays 
a division sales manager and his 
staff conducting the meeting and 
introducing the “Six Keys to the 
Sixties.” An example of the verbal 
exchanges between personnel on 
the screen and the live narrators 
demonstrates the over-all unity 
that was achieved. 

It shows how each division en- 
joyed its own, personalized sales 


a bongo background are among 
the innovations Centron employs 
in its film. 

In essence, it is a lively explana- 
tion of the way the film producer 
and the client can work together 
to meet a specific need in an effec- 
tive manner. Throughout, it stress- 
es the close co-operation and at- 
tention to quality that can be ex- 
pected from the film company. 

Available for Company Use 

Prospects interested in sales 
meetings get a capsule view of the 
Phillips show. (Described in Busi- 
NESS SCREEN, Volume 21, 1960.) 
They also get a visual presentation 
of the business communication 
services available at Centron. 

Case History of a Sales Meeting 
may be borrowed by interested 
firms upon request. Results so far, 
the company reports, indicate that 
the best mailing-piece a film pro- 
ducer can send out is a good film 

. its own. i 


To Err Is Human: We Find 

It's “Autopia” Not “Utopia” 
& The title of a new Budd Com- 
pany film reviewed here last issue 
was mistakenly given as A Trip 
to Utopia. The actual title is A 
Trip to Autopia. 
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Visualscope Offers Sample 
Reel Showing Its Technique 
® A sample reel that demon- 
strates the best of many special 
production techniques is currently 
being shown to prospective spon- 
sors by Visualscope, Inc., a New 
York film production firm. 
Capsulized in a concise seven- 
minute film are examples of filmo- 
graph, semi and full animation. 
visual squeeze, picture rhythm and 
straight photographic techniques. 
Films serving as models for the 
demonstration were taken from 
Visualscope productions for Bor- 
den’s, Four Roses, Lever Bros., 
Dow Chemical, Ladies’ Home 
Journal, and others. Production 
locales were in both Hollywood 
and New York. Ud 


* 


University Film Producers at 
Berkeley, Calif., August 21-25 

Exploring the significance of 
technological breakthroughs in the 
field of communications and the 
effect of these new developments 
on education, University Film 
Producers will meet for their 1961 
Conference on the Berkeley cam- 
pus of the University of Cali- 
fornia, August 21-25. 

Discussion topics will include 
education in the 60's; organiza- 
tions which contribute to the fu- 
ture of educational media; related 
communication disciplines; new 
equipment and new techniques; 
the educational implications of 
new equipment and techniques, 
and future demands upon the uni- 
versity film and communication 
specialist. 

Conference co-chairmen are 
Clyde B. Smith and Pat Patterson 
of the University of California 
Extension Department of Visual 
Communications. Further infor- 
mation and application for enroll- 
ment may be obtained from the 
Department of Conferences, Uni- 
versity Extension, University of 
California, Berkeley 4, Calif. @& 


* * * 


Association Films Provides 
Permafilm Print Protection 

*%& A new service for the preserva- 
tion and rejuvenation of 16mm 
prints is now being offered by As- 
sociation Films, Inc., at its Eastern 
Distribution Center. 

Permafilm print protection 
equipment has been installed, and 
the distributor is now offering (1) 
Permafilm protection for new 
prints; (2) Perma-New, a scratch 
removal service; and (3) Perma- 
film Rejuvenation, treatment of 
warped, curled and brittle prints 
to give them new print pliability. 


NEW RADIANT economy-priced 


Coup 


Brings the convenience of electrical 


FOR THE FIRST TIME 
AS LOW AS $433950 


(in 50° x 50” 


CEILING 


CORNICE 


size) 


RECESS 


operation within the reach of every budget 


it's better seen 


Here is a new screen break- 
through that brings you an un- 
excelled electrically operated 
screen for as little as $139.50 (in 
the 50” x 50” size). The Compact 
Autolectric features the famous 
Vyna-Flect® fungus and flame re- 
sistant glass beaded surface. Ex- 
tremely dependable—and so 
simple to operate—rolls up and 
down at touch of switch, stops 
automatically when fully extended 
or retracted. The Radiant line of 
fine projection screens also in- 
cludes screens of every type for 
every need—wall, ceiling and 
tripod. 


RADIANT 


WORLD'S LEADING SPECIALISTS IN FINE SCREENS 


8220 North Austin Avenue, Morton Grove, Illinois 
Subsidiary of United States Hoffman Machinery Corporation 
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Autolectric SCREE NS 


—_ 
seND FOR FREE a-v PROJECTION GUIDE 


An extremely useful guide to anybody who is using or 
considering using any type of projection equipment. Cov- 
ers motion picture, silent and sound, slide, slide-film, 
opaque, overhead projection for all types of users — 
schools, churches, industry, sales. Covers every phase of 
projection— proper arrangement of projection facilities, 
acoustics, equipment, screens. Fully illustrated. Is a gold 
mine of valuable information, complete, 
thorough—but easy to understand. Fill 
out coupon for FREE Copy—also full 
information, specifications on the com- 
plete line of Radiant modern projection 
screens for every need. 


padiant Manufacturing Company 8S 561 


8220 N. Austin Ave., Morton Grove, Ill. 


Gentlemen: Please send me FREE copy of the illustrated A.V. 
Projection Guide. Also full information on complete line of 


Radiant Projection Screens. 


Name 


Organization 


Your position. 


Address 


City. 
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Kitchen designed for use in outer 
space is featured in new film... 


Food in USAF Space Kitchen 
Simply . . . “Out of This World” 
* An unusual motion picture 
about an unusual subject—a kitch- 
en designed for use in outer space 
—is currently in production at the 
studios of Wilding, Inc. 

In order to show what cooking 
and eating in outer space will be 
like, the set is a mock-up of the 
original kitchen designed and built 
by Whirlpool for the United States 
Air Force. The lack of props is 
apparent; no knives, forks or 
dishes, no pots and pans or sinks 
—these would all be useless in 
space. Nothing will pour, it has to 
be forced; everything must be 
anchored or it will float away. 

Bob Barron, in space suit and 
helmet, manipulates the kitchen in 
this film and appears as though he 
were in outer space. According to 
the producer, “It’s not Grandma’s 
home cooking, but it will be the 
closest thing to it in concentrated 
form.” 

The film will be used by Whirl- 
pool for public relations purposes 
in industry, schools and civic 
groups. 

* 
Filmstrip Trains Personnel for 
Equipment Investment Analysis 

This 35mm color filmstrip 
dealing with equipment replace- 
ment and factors essential to any 
systematic analysis of investment 
has been produced by the Ma- 
chinery and Allied Products In- 
stitute. Designed as an_ instruc- 
tional aid for salesmen, engineers, 
financial personnel and executives 
responsible for the preparation of 
analyses on which investment de- 
cisions are made, the filmstrip can 
be used by any company as a 
training aid regardless of the sys- 
tem of equipment analysis em- 
ployed. 

Prints of A Practical System of 
Investment Analysis—The MAPI 
System, with printed script and 
guide, are available from Ma- 
chinery and Allied Products Insti- 
tute, 1200 18th St., N. W., Wash- 
ington 6, D. C. LQ 
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The Sports Parade: “World Series of 1960” on Film 


Is Sponsored by Coca-Cola for Nationwide Showings 


*& The annual motion picture rec- 
ord of World Series’ baseball 
play, depicting highlights of the 
1960 championship classic, has 
been announced by the American 
and National Leagues of Profes- 
sional Baseball Clubs and The 
Coca-Cola Company, sponsors of 
the widely-popular film. 

A 43-minute color film, The 
World Series of 1960, was direct- 
ed by Lew Fonseca, head of 
baseball’s motion picture division 
and photographed by five camera 
crews under the direction of Dick 
Borden. Bob Prince narrates the 
action which includes all the 
dramatic, decisive action of the 
seven games from the opening 
pitch to Bill Mazerowski’s Series- 
winning, ninth-inning homer. 

Among highlights is a slow 
motion sequence showing Tony 


Kubek being felled by Bill Vir- 
don’s freakishly bounding drive, 
Mickey Mantle’s 14th Series 
homer and Mazerowski joyously 
rounding the bases after that de- 
cisive home run hit. 

Local bottlers of Coca-Cola 
have prints for nationwide dis- 
tribution to youth and adult 
groups, clubs, business and indus- 
trial audiences and the myriad of 
other places where this “classic” 
among sports films builds million- 
fold audience totals during the 
year. The 1959 World Series pic- 
ture was nominated for Baseball’s 
Hall of Fame and viewed by 12,- 
000,000 persons. 


* * 


Latest Miller Sports Film is 
Football’s ‘61 Pro Bowl Classic 


*& The excitement of football’s 


NEED 


TECHNICAL 
SERVICES? 


PROCESSING 

WORK PRINTING 

EDITING 

MUSIC SCORING 

RECORDING 

MIXING 

¢ OPTICAL TRACKS 

ANIMATION 

* RELEASE PRINTS (C or B&W) 


For Information, Call or Write: 


BAY STATE FILM 
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greatest stars battling it out in one 
great game is captured on film in 
the Miller Brewing Co.'s latest 
sports title, 1961 Pro Bowl. 
The Best in Pro Football 

The Pro Bowl classic, played 
before 63,000 fans in Los An- 
geles’ Coliseum, features the finest 
professional players brought to- 
gether for the eleventh annual 
east-west encounter. Highlights of 
the game include Baltimore’s 
Johnny Unitas passing for 218 
yards, running for 54 more, and 
making one of the most exciting 
plays of the season—a 44-yard 
touchdown pass to Lenny Moore 
made under what can easily be 
called impossible circumstances. 

Plays like this, along with the 
patented one-man stampedes of 
Green Bay’s Jim Taylor, earned 
Vince Lombardi’s western con- 
ference team a 35-31 victory. 


How to Borrow the Picture 


The game abounds with stars, 
and the Miller camera crew 
catches them all in action. Nar- 
rated by Chris Schenckel, the 
color motion picture runs 281% 
minutes on 16mm. Free use of 
this latest entry in the Miller 
sports film library can be obtained 
by writing Film Section, Miller 
Brewing Co., 4000 W. State St., 
Milwaukee 1, Wis. + & 


Tampa Tarpon: Alaskan Game 
Featured in Twe Spert Films 


Sponsor: Anheuser-Bush, 


TITLE: Tampa Tarpon Tourna- 
ment, and Alaska Game Hunt, 
both 14 min., color, produced 
by World Outdoors, Inc. 


Two new and_ entertaining 
shorts are added to the growing 
list of such films offered by 
brewers all over the country. 
Here, the makers of Budweiser 
take us to Florida for a wonderful 
fishing adventure, and north to 
Alaska to hunt big game with a 
camera. 

Tampa Tarpon Tournament 
captures the struggle to land a 
fighting tarpon and shows whole 
schools of the big fish leaping 
high out of the water. Tampa Bay 
is the site of an annual tarpon 
tournament attended by fishermen 
from far and wide. 

Alaska Game Hunt shows 
moose, grizzly bear and other big 
game in the 49th state. 

The films are being made avail- 
able on free loan to civic, busi- 
ness and men’s groups and other 
community organizations through 
Modern Talking Picture Service, 
3 E. 54th St., N. Y. Ve 


Inc. 
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NOW... for 
Ektachrome 
users... 


ONE-DAY SERVICE 
on 16 mm 


COLOR 
PROCESSING 


Licensed by Kodak 


ft. 
6¢ ft. 


Chemical and 
sensitometric 
controls to rigid 
Kodak standards. 


EKTACHROME 
COMMERCIAL 


EKTACHROME 
ER FILMS 


TEXAS INDUSTRIAL 
FILM COMPANY 


2528 NORTH BLVD. 
JA 9-4377 


HOUSTON 
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HOURS 
Camera to 
Color Print 


Let us process your 
Ektachrome camera 
film, assemble it, 
make a 
COLOR (11¢) 
B&W (6¢) 
print with printed edge 
numbers, then ship to you 
within 48 hours after 
receipt of your original. 


Write for 
complete laboratory 
price list. 
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| SOUND SLIDEFILMS AID APPAREL SALES; INSTRUCTION | 


| Tabletop Viewer Aids Sales for 
| Manufacturer of Women’s Wear 
| w& Once again, use of the popular 
attache case slidefilm viewer has 
enabled the manufacturer of a line 
of women’s apparel to roll up a 
major success story within the past 
several months. 

L. Gidding & Co., Inc., manu- 
facturers of Chubbettes and Trim- 
Teen apparel, which is sold to 
department and specialty stores by 
12 sales representatives who cover 
the United States, used the View- 
lex “Salestalk” sight and sound 
presentation to sell store manage- 
ment on the specialized line, and 
to teach sales personnel how to 
sell store customers. 

“Salestalk” combines slidefilm 
or slide projection equipment with 
a synchronized high-fidelity phono- 
graph, which fits into a light- 
weight attache case with a built-in 
screen. It can be set up in seconds 
on a desk or table top for presen- 
tation. 

The Chubbette story was pre- 
pared on a 35mm slidefilm in an 
11-minute color cartoon format, 
with correlated audio on a phono- 
graph record. Chubbette represen- 
tatives called on old customers, to 
show the training film to the sales- 
girls, and on prospective cus- 
tomers, to introduce the specialty 
line to the store management. 

The fact that the film could be 
shown to sales personnel without 
setting up an elaborate meeting, or 
involving them in overtime was 
especially impressive to store 
managers. 

Chubbette’s “Salestalk” drive 
resulted in the opening of new ac- 
counts across the country. It cre- 
ated volume sales for stores and 
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steady reorders, and in stores 
which already stocked the Chub- 
bette line, the education of the 
salesgirls invariably led to marked 
increases in volume. ng 
% 

Slidefilm Series to Stimulate 
Sewing Interest Due This Fall 


* A series of four sound slide- 
films on the Bishop Method of 
clothing construction developed by 
the Advance Pattern Company 
are now in production for release 
in the early fall of 1961. 

The films, which are being pro- 
duced by TFI Productions, are in 
color and are being sponsored by 
Talon Educational Service, Coats 
& Clark, Inc., John Dritz & Sons, 
J. C. Penney Company, and Ad- 
vance Pattern Company. They are 
being prepared for use by home 
economics teachers and are de- 
signed to stimulate interest in 
sewing as a lifetime skill of eco- 
nomic and creative value. 

The films include the following 
subjects: Sewing Fundamentals, 
How to Make a Simple Skirt and 
Blouse, Cutting-to-Fit and Fitting, 
and How to Make a Simple Dress. 
Major emphasis in each film is 
placed on simplifying the learning 
process. The Visual Materials are 
planned so they can be used by 
teachers after the film has been 
shown—for detailed instruction 
—or as a basis for class discus- 
sions. 

The program is designed pri- 
marily for beginning students but 
can also be used with advanced 
students who wish to improve 
their methods and quality. 

The complete kit contains four 
color filmstrips, two double-faced 
recordings and teachers’ manuals. 


Chubbette’s Leonard Uman (ctr) shows apparel line to sales group. 
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It's as simple as... 
Ready! Set! Sell! 


Keep pen and order bianks handy. Open 

the lid of Tabletaik ... and. . . Presto! 

Picture after picture flashes on a large 

screen as it ‘talks’ with your sales 

message in compelling tones that con- 

vince and “‘close” on call after call! No 

screen to set up! No com- 

plicated focusing or film- 

threading! Tabletalk is a 

self-contained combination 

35mm filmstrip projection 

unit and 4-speed hi-fi rec- 

ord player (takes up to 12” records) 

in an attache case! Keeps you and your 

sales story as fresh on the last call as 
the first in the morning. 


Tabletalk 


VIEWLEX INC. 
49 BROADWAY, HOLBROOK, L.I., N.Y. 
Gentiemen: 


Send me the word Today! Complete 
information on Viewlex Tabletalk. 


Name 

Company. 
Address. 
City. State 


IN CANADA—ANGLOPHOTO LTD., MONTREAL | 


Zone. 
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ITH A THEME of internation- 

al travel via the “gateway 
to gateway” itinerary, KLM Royal 
Dutch Airlines is currently show- 
ing a color motion picture with a 
unique approach to regional 
travel promotion. 

Gateway to Gateway succeeds 
in avoiding the conventional trav- 
elogue treatment while picturing 
a spectacular tour of the Conti- 
nent by air and car. The 24-min- 
ute film opens at the Houston In- 
ternational Airport with feeder 
lines funneling traffic. into the 
Southwestern gateway. The ad- 
vantages of planning the tour with 
the aid of a travel agent are 
shown, and the camera takes the 
trip from there. Texas Industrial 
Film Company, Houston, was the 
producer of Gateway. 

Touring the Continent 

Royal Dutch hospitality aloft is 
covered, and the film then em- 
phasizes the advantages of touring 
the Continent by car with Amster- 
dam as a base. The Netherland 
city’s location as the gateway to 
Europe completes the gateway-to- 
gateway theme. 

The tour covers the European 
capitals in gay style, and focuses 
on the historic contrasts in each of 
them. The pleasures of visiting 
the foreign shops (and the advan- 
tages of tax-free shopping) are 
described, and the holiday ends 
with the return to the American 
Southwest. 

Let Camera Tell Story 

Texas Industrial Film, as the 
producer, used an off-beat angle 
in shooting the film. A director- 
cameraman team was sent to Eu- 
rope via KLM, where the director 
allowed the camera to tell its own 
story—and the script was pre- 
pared after the rough footage was 
processed. Background music was 
then selected to underline the 
charm of the European cities. 

Special emphasis was given to 
the short time required to make 
the journey by DC-8 jet. The re- 
sult is a motion picture produc- 


Mr. and Mrs. William Chanslor, who 
appear in film, at premiere with 
KLM Regional Mgr. Cornellise and 
Al Tyler, Texas Industrial Films. 


FROM TEXAS 


TO EUROPE 


Scenic view of Amsterdam canal pictured in “Gateway to Gateway” 


tion specifically tailored to the 
regional audience, and one that 
extols the advantages of using rec- 
ognized travel agents in planning 
foreign travel. 


all “pat 


Gateway to Gateway may be 
booked by contacting Regional 
Manager, KLM Royal Dutch Air- 
lines, Mellie Esperson Building, 
Houston, Texas. Ue 
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lead to MECCA‘ 


For over 24 years... 


leading film producers 


have come to Mecca... 


for the finest 


35mm and 16mm black-and-white 


laboratory services. 


Drop in soon... 
write, wire, or phone 
for further information. 


Film Center Building 630 Ninth Avenue, New York 36, N.Y» COlumbus 5-7676 
Affiliated with BYRON MOTION PICTURES, Washington 7, D. C. 
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Mississippi River's Navigation 

Problems Pictured by Engineers 
% The story of the Mississippi 
River’s locks and dams and how 
water levels are controlled to pro- 
vide a 9 foot navigation channel 
to accommodate the increasing 
navigation requirements of the 
river is told in a documentary re- 
cently released by the U. S. Army 
Corps of Engineers, North Cen- 
tral Division. The story covers 
that portion of the river running 
between its origin, Lake Itasca in 
Northern Minnesota, and one of 
its chief ports, St. Louis, Missouri. 

Titled The Mississippi Chal- 
lenge, the film is concerned not 
only with the subject of hydraulics 
but also tells of the many recrea- 
tional activities, commercial fish- 
ing, and scenic beauty of this sec- 
tion of the river. 

The film, including story-line, 
photography, sound and anima- 
tion, was produced by Capital 
Film Service of East Lansing, 
Michigan. Drama was infused in- 
to the story with flood scenes shot 
by Capital camera crews during 
the great spring flood of 1960 
which inundated millions of acres 
of bottom lands, resulting in tre- 
mendous damage and destruction. 

The Mississippi Challenge is 
available on a loan basis without 
charge from the District Offices of 
the U. S. Army Corps of Engi- 
neers; from the Chief of Engi- 
neers, U. S. Army Corps of En- 
gineers, Washington, D. C., and 
from the Waterways Experiment 
Station, U. S. Army Corps of En- 
gineers, Vicksburg, Mississippi. 9 

* * 

Ways of Using Versatile Bonding 
Adhesive Explained in New Film 
® Noteworthy industrial applica- 
tions of a versatile adhesive are 
documented in a 15 minute, 
16mm film which is available to 
designers, engineers, and techni- 
cal and industrial groups. 

This bonding agent, Eastman 
910 Adhesive, has solved many 
difficult problems since it was first 
introduced in November, 1958. 
The film shows assembly line pro- 
cedures in four well known manu- 
facturing plants where the agent 
is being used in a variety of bond- 
ing operations. Detailed explana- 
tions of the characteristics of the 
adhesive are included in the film, 
and procedures for obtaining op- 
timum bonds are recommended. 

The film may be requested 
from either Armstrong Cork 
Company, Industrial Division, 
Lancaster, or Eastman 
Chemical Products, Inc., sub- 
sidiary of Eastman Kodak Com- 
pany, 260 Madison Ave., N. Y. 
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16mm Release of Churchill 
Series Sponsored by Dalton Co. 
w® Selected episodes of Winston 
Churchill: The Valiant Years, the 
distinguished ABC-TV documen- 
tary film series, are now being 
sponsored for non-theatrical dis- 
tribution by the Edward Dalton 
Company through Association 
Films, Inc. Dalton is a division of 
the Mead-Johnson Company. 
The series, which will be offered 
for club, college and high school 
showings, has much narration 
written by Churchill, himself. His 


England’s indomitable Prime Minis- 
ter in his wartime battle dress . . . 


words are spoken by Richard 
Burton; original music was com- 
posed by Richard Rodgers; and 
individual episodes were written 
by William Shirer and Quentin 
Reynolds. 

Each episode is comprised of 
actual film footage taken from 
Allied and German archives, re- 
enactments of important events, 
and interviews with the person- 
ages of the times. This approach 
gives the series a documentary 


PU’ 


BIG. PICTURES ON 


realism and personal insight into | 
the forces and personalities who | 
have contributed so much to re- | 


cent world history. 


Episodes now in release in- | 


clude: Struggle at Sea (the stalking 
of the Bismarck), 


of France and the Lowlands), The 


Turning of the Tide (the pivotal | 


point in the war when the tide 
began to favor the Allies), and 
D-Day (featuring Generals Brad- 
ley and Taylor in filmed reminis- 
cences of June 6, 1944). oa 


* 


AEC Technical Report Filmed 
by University Production Unit 
& Atomic Energy Commission of- 
fices overseas and throughout the 
United States will make use of a 
new color motion picture pro- 


duced by the Iowa State Univer- | 


sity film production unit. 


Metals Frontier is sponsored | 


by the Iowa State University In- 
stitute for Atomic Research, 
which includes the Ames Labora- 


tory, a major installation of the | 


AEC. Dr. F. H. Spedding is the 
director of the Institute and the 
Laboratory. 


The 21-minute film illustrates | 


the teamwork involved in research 
at the Ames Laboratory which led 
to the production of pure yttrium 
for use in nuclear reactors. Writer 
and director was Richard H. 
Kraemer of the film production 
unit, managed by O. S. Knudsen; 
technical 
Dreeszen and Burton J. 
of the Ames Laboratory. 


Metals Frontier is available for | 


showings by scientific groups, 
schools and other interested or- 
ganizations through the AEC and 
the Iowa State visual instruction 
service. 
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Dunkirk, The | 
French Agony (the Nazi invasion 


Assures Better Results Than 
Machines Twice the Price! 


The ultra-modern method to clean 
films safely! You cannot damage film 
with this highly advanced TEL- 
Amatic JET-SPRAY film cleaning 
machine. Extensive laboratory tests 
using films with the softest emulsions 
have proven excellent results. Also 
features silent timing belt drive, 3,000’ 
capacity, speed in excess of 10,000’ 
per hour and fine precision workman- 
ship. One person can handle a battery 
of TEL-Amatics—a great labor saver. 


Just a Few of the Many Features: 


* Jet-Spray Film Wash for BOTH 16 and 35mm Film 
* Curved Air-Biast Squeegees (pat. appled for) 

* Special Non-Scratch Buffers 

* Requires Only 15 feet of Leader 

* Automatic Operation—Pushbutton Control! 

* Designed for Originals and Release Prints 

* Continuous Air and Solution Filtering 

* Take-Up Torque Motor, Adjustable, Reversible 

* Electric Solution Level Indicator 

* Complete operation VISIBLE at all times 

* Variable Speed DC Drive Write for brochure 


COMPLETE only $3600 


formerly $.0.S. CINEMA SUPPLY CORP. 


Western Branch: 6331 Boulevard, 28, Calif. — 


Pos. 
16/35mm Film Cleaner 


S.0.S. PHOTO-CINE-OPTICS, Inc. 


Dept. H, 602 West 52nd St., New York 19, N.Y—PLaza 7-0440—Cable: SOSound 
Phone: HO 7-2124 


advisers were W. E. | 
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Niles’ Merchandising Division to 
Service Business Communications 
* Keeping pace with its expand- 
ing diversification program, Fred 
A. Niles Productions, Inc., Chi- 
cago and Hollywood, is setting up 
a complete new Merchandising 
Division in the Chicago communi- 
cations center. 

Appointed to head the Division 
are Howard Scaman, as creative 
director and Robert Foster as 
sales director. They both come to 
Niles from the former Knipchild- 
Robinson merchandising agency. 

In making the announcement, 
Fred Niles, president of the or- 
ganization, said that the purpose 
of the new division will be to serv- 
ice industry in greater depth within 
the whole range of marketing and 
merchandising programs. “Sales 
communication projects have al- 
ways been part of our services 
along with motion pictures, film 
and tape commercials, slidefilms 
and meeting presentations,” he 
said. 

“However, we have decided 
that the growing need for more 
thorough communications all along 
the marketing chain from the 
manufacturer to the retailer co- 
ordinating all levels of distribu- 
tion, calls for a special division to 
concentrate solely on the develop- 
ing and producing of this vital 
service to industry.” 

* 
Borlek in Film Producer's 
Post at Fuller & Smith & Ross 
* Robert Borlek has been ap- 
pointed to the newly-created post 
of producer of visual communica- 
tions in the public relations divi- 
sion of Fuller & Smith & Ross, 
Inc., Chicago. 

A veteran actor and director of 
Chicago stage, screen and tele- 
vision productions, he will be re- 
sponsible for producing closed cir- 
cuit television, motion pictures 
and sales meeting shows for client 
firms. He will also direct activities 
of the FSR Speaker’s Bureau. & 

Worcester to Ted Bates Agency 

Phillip L. Worcester has joined 
the commercial broadcast produc- 
tion department of Ted Bates & 
Company, Inc., as a television pro- 
ducer. He was formerly with Ful- 
ler & Smith & Ross, Inc., as a pro- 
duction supervisor, and previously 
director of television, radio and 
films. Wy 

Wylde in New Manhattan Studio 

Wylde Films, Inc., has opened 
new production facilities and ex- 
ecutive offices at 155 East 24th 
Street, New York city. ng 
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BUSINESS SCREEN EXECUTIVE 


NEWS OF STAFF APPOINTMENTS AND A-V 


Zapel Studios, Chgo., Expands 
Operations in Firm Merger Deal 

Zapel Studios, Inc., has bought 
the assets of Ross Wetzel Studios, 
with staff and equipment intact to 
operate at the same address, 615 
N. Wabash Ave., Chicago. 

Owen A. Zapel, who is taking 
over the administration, has been 
associated with Ross for four 
years since he closed his studio to 
share space and work with Ross. 
The arrangement permitted both 
corporations to operate together 
while remaining separate corpora- 
tions at lowest cost to clients. 

Zapel has been known for his 
presentation technique using Cel- 


INDUSTRY DEVELOPMENTS 


lomatic animated projection. 
Zapel Studios has a franchise to 
use the Cellomatic animation 
technique in the midwest market 
area and has been providing 
these services for the past eight 
years. The affiliation with the Cel- 
lomatic Corporation in New York 
and Canada has been one of mu- 
tual cooperation and client serv- 
icing, even though there are no 
legal or financial ties at present. 
According to Zapel, the studio 
will stress a policy of creating and 
producing high-quality art design, 
television animation and live ac- 
tion commercial filming. With the 
motto “Better Visual Communi- 


NAIL DOWN YOUR PROFITS! 


Cameras: |6mm & 35mm—Sound 
(Single or Double System)—Silent 
—Hi-Speed 

Lighting: Arcs—Iincandescents 
—Spots—Floods—Dimmers— 
Reflectors—All Lighting Accessories 


Generators: Portable—Truck 
Mounted 


Sound Equipment: Magnetic— 
Optical—Mikes—Booms 


Grip Equipment: Parallels— 
Goboes—Other Grip accessories 


Cranes, Dollies: Crab—Western— 
Portable Panoram 


Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 


Editing Equipment: Moviolas 
—Viewers—Splicers—Rewinders 


Projection Equipment: |6mm & 
35mm—Sound & Silent—Slide— 
Continuous 
Television: Closed Circuit TV 
Camera Cars: 


*CECO—Trademark of Camera 
Equipment CO. 


Why be equipment-rich, but profits 
poor? If your main concern is mak- 
ing money, investigate full-service 
leasing from CECO. Some of Amer- 
ica’s largest corporations have such 
arrangements with us. Renting your 
cameras, lights, sound recorders and 


FROM 


CAMERAS: LIGHTS 


ACCESSORIES 


accessories puts the problem of 
maintenance where it belongs—in 
the hands of factory-trained experts. 
Your accountant will explain the 
savings of renting versus buying. 
Want to talk about it? Call JUdson 
6-1420. Today! 


Camera Equipment Co., Inc. 
Dept.$ 14,315 W. 43rd St., N.Y. 36, N.Y. 4 


Gentlemen: Please rush me your FREE complete 
catalogue of Rental Equipment. 


cations,” the studio has been ac- 
tive in the educational motion 
picture and slidefilm field, serving 
top producers in this area. ha 


* * 


Gryphon Productions Formed by 
Ray Favata, Carlton Reiter 

Ray Favata and Carlton Reiter, 
formerly known as Ray Favata 
Productions, Inc..announcea 
change in company name to Gry- 
phon Productions, Inc., and a new 
location for their offices at 40 E. 
49th Street, New York City. 

Ray Favata, creative director, 
is well known in animation. For 
11 years his work has appeared 
frequently in top publications and 
exhibits such as Graphis, Art Di- 
rectors’ Annual, Society of Illus- 
trator’s Show and The TV Film 
Festival. 

Carl Reiter has been in the film 
industry for 15 years following a 
career in illustration. In films he 
has been associated with the Signal 
Corps and later with Academy 
Pictures. 

* 
Edward Ettinger Now Executive 
Vice-President at Technicolor 

Edward E. Ettinger has been 
elected executive vice-president of 
Technicolor, Inc., according to an 
announcement by Patrick J. Fraw- 
ley, Jr., chairman and chief execu- 
tive officer of the company. 

Wagner to Head International 
Division of Bell & Howell Co. 
Bell & Howell’s International 
Division has announced three ex- 
ecutive appointments: 

Everett F. Wagner, a vice-presi- 
dent of the company and head of 
international activities, has been 
named president of the Inter- 
national Division; he was previous- 
ly responsible for manufacturing 
in the company’s Photo Products 
Division. 

Werner Salzmann is now re- 
gional director of the European 
area for the International Division, 
and managing director of Bell & 
Howell S. A., a subsidiary in 
Fribourg, Switzerland; he was 
formerly general manager of 
Diethelm & Co., Ltd., in Bangkok, 
sole distributors of Bell & Howell 
photo products in Thailand. 

Ernest L. Schimmel has been 
named overseas marketing man- 
ager for the Business Machines 
Division, a vice-president of the 
International Division, and a di- 
rector of Bell & Howell S. A. The 
International Division represents 


all of the company’s diversified 
product lines overseas—p h o t o- 
Zone....... State............ graphic, optical, electronic and 
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New Officers, Plans Announced by Atlas | 


James Kellock Elected President of € jieati Firm: 
Beard Announces Expanded Services and Nationwide Offices 


ve The newly-elected board of di- 
rectors and officers of the Atlas 
Film Corporation was announced 
on Thursday, May 9, following 
the recent acquisition and reor- 
ganization of the business com- 
munications and film production 
company by a group of Chicago 
business men. James A. Kellock, 
a veteran of more than 25 years 
in the field, was named president 
and chairman of the Atlas board. 

Other Atlas officers include 
Lawrence P. Mominee, as execu- 
tive vice-president, and William 
L. Naftzger, attorney and former 
Howard County, Indiana, jurist, 


Lawrence P. Mominee 
Atlas’ Executive Vice-President 


who is the corporation’s secretary. 
Founded in 1913, Atlas is Ameri- 
ca’s oldest industrial film com- 
pany. Its only previous manage- 
ment change in 48 years occurred 
in 1946 when I. R. and A. B. 
Rehm, founders of the pioneer 
Oak Park studio, retired. 

Other Atlas vice-presidents con- 
firmed by the Board are Albert S. 
Bradish, in charge of production, 
and James Herman, in charge of 
the Bloomfield Hills (Detroit), 
Michigan, office. 

Active in Civie Affairs 

The new chief executive officer 
is a former vice-president in 
charge of operations at Wilding, 
Inc. Mr. Kellock was also a 
founder and past president of Chi- 
cago Unlimited, a member of the 
board of directors of the Uptown 
Chicago Commission and is on 
the board of trustees of Monticello 
College. 

An announced program of ex- 
panded communications services 
will include additional branch of- 
fice facilities in Ohio and St. 


musifex 


45 Ww. 45 st., n. 


BRAND NEW 
MUSICAL SOUND EFFECTS 


e@ A unique and inexpensive library of 
musical sound effects is now available on 
two LP records (4 sides) for outright 

sale with full rights for any use. 


e Pings, boings, drum rolls, cymbal 
crashes, tympani slides and booms, 
celeste bridges, xylophone glisses and 
- slide whistles—practically any musical 
James A. Kellock effect required. 


| President and Board Chairman 


e Particularly useful for accenting 

important points in industrial and television 

Louis, supplementing present At- films, TV commercials and slidefilms 

las offices in Chicago, Detroit, 

Washington, D. C., and Holly- FLY -PHONE -WIRE-WRITE NOW 

wood. Plans include the acquisi- 

tion of personnel for the creation 

and of business shows Bol Vclazeo 

and sales meetings, rounding out 

the company’s present activities in 

the field of motion pictures, slide- 

films, and television commercials. 
Full Scope of Services 

In a policy statement following 
his election, Mr. Kellock noted, 
“We are building on a foundation 
of experienced personnel, to pro- 
vide business with the full scope 
of modern communication tools. 
Research and creative talents, as 
well as already existing production 
and processing facilities, must be 
further implemented to serve man- 
agement on all levels, from the 
president’s concern with share- 
holder and employee relations, to 
everyday training and motivational 
needs. 

“Group communications, utiliz- 
ing the full range of today’s audio 
and visual techniques, have be- 
come an integral part in all phases . 
of business and labor relations, the | 
Federal defense establishments, you want the IMPACT 
and throughout the Government’s of new ideas we have 
civilian agencies.” 

Atlas is presently a prime con- | 
tractor to the Air Force and Navy, | 
engaged in training film programs. 
and has also recently completed a 
number of motion pictures and complete new facilities 


slidefilms for such national con- | re 

cerns as General Motors, B. F. | _ between Detroit and 
Goodrich, General Tire & Rubber, | 

Pure Oil, Dole Valve, Elkay Man- | ®,, 


ufacturing Company, 
and others. 


the creative hands to pro- 
duce resounding results 


. in the largest, most 


Coming Event! The Review of Film Production Services will be | D-w Ss 
announced in June for early fall publication. An “extra” for all sub- | 


scribers and the most complete Buyer's Guide in the industry! 
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Kalart’s “Soundstrip” projector 
uses light to scan the sound. 


Revolutionary New Approach 

as Kalart Shows “Soundstrip” 

®% An entirely new approach in 
sound slidefilm projection equip- 
ment, called “Soundstrip” by its 
manufacturer, The Kalart Co., 
Inc. of Plainville, Conn., was un- 
veiled recently at the National 
Convention of the Department of 
Audio-Visual Instruction, N.E.A., 
in Miami Beach. 

In development for several 
years, the “Soundstrip” projector 
has been demonstrated to users 
of slidefilms and is presently be- 
ing tested in programs for train- 
ing, promotion and self-study. 

The new device utilizes a rotat- 
ing light beam to scan an optical- 
ly recorded sound track on a still 
picture filmstrip. All other sound 
slidefilm projectors currently in 
use require a recorded disc for 
sound playback, synchronized 
either manually or automatically 
to the 35mm strip. 

A “Soundstrip” program pro- 
duced on standard 35mm motion 
picture film (either color or black 
& white) contains a series of pic- 
tures arranged alternately with 
recorded sound material in syn- 
chronized relationship. As each 
picture is projected on the screen, 
its related sound message is 
scanned and reproduced through 
a built-in amplifier and speaker. 
Each sound message can contain 
up to 18 seconds (or less) of pro- 
gram time. At the end of each 
sound unit, the film is automati- 
cally advanced to the next picture 
and sound frame. 

Additional features permit in- 
terruption of the program at the 
end of any recorded message to 
add remarks about the program 
and repeat of any picture and its 
related sound message. Operator 
controls permit skipping portions 
of the film or rewind and review 
without loss of synchronization. 

The “Soundstrip” also projects 
existing single-frame (captioned) 
35mm filmstrips and with an ac- 
cessory slide changer, it can pro- 
ject standard mounted 35mm 
slides. For additional information 
write directly to The Kalart Co., 
Plainville, Conn. 
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New AUDIO-VISUAL Equipment 


Recent Product Developments for Projection and Production 


15 Pound “Theatre-in-a-Suitcase’ Makes Debut as Fairchild 
Unveils “Cinephonic 200,” an 8mm Magnetic Sound Projector 


& What is billed as the lightest 
sound motion picture projector 
yet offered to American business 
was introduced to shareholders of 
the Fairchild Camera and Instru- 
ment Corporation on May Sth. 
The new projector is an 8mm, 
magnetic sound rear-view instru- 
ment weighing slightly less than 
15 pounds. Designated as _ the 
“Cinephonic 200” it provides 
projection on a_ self-contained 
rear-screen 11x 8% inches and 
can play continuously without re- 
load or rewind from a 200-foot 
capacity magazine. Price is noted 
as “less than $400.” The new 


Interior view of the compact 
“Cinephonic 200” projector .. . 


equipment was also demonstrated 
during an “8mm sound” seminar 
at the recent Society of Motion 
Picture & Television Engineers’ 
convention in Toronto. 

The “Cinephonic 200” which 
resembles a portable typewriter in 
its compact package will also have 
a 400-foot capacity counterpart, 
weighing about two pounds more. 
In describing the equipment, R. 
G. Hennessey, general manager 
of Fairchild’s Industrial Products 
Division, said “the electronic am- 
plifier uses printed circuitry and 


How “Cinephonic 200” appears 
with extended screen in use. 


precision Fairchild silicon transis- 
tors throughout. 

“Initially,” he pointed out, “the 
‘Cinephonic 200° will be marketed 
in select areas of interest, princi- 
pally to sales organizations, direct 
by Fairchild. Although marketing 
plans are not yet completed, it is 
possible that the product will be 
available through franchised Fair- 
child Audio-Visual dealers some 
time late in 1961.” I 


* * 


Camera Eyepiece Adapter Takes 
Prescription Spectacle Lens 

w% A special adapter making it 
possible for cameramen to have 
their prescription spectacle lens 
fitted in the eyepiece assembly of 
the Arriflex-16 is available from 
the Arriflex Corporation of Amer- 
ica. 

The prescription lens is per- 
manently placed in a small sub- 
assembly, which may be slipped 
on and off the finder eyepiece. 
This slip-on assembly comes com- 
plete with its own cover door, and 
is machined to take 17mm diam- 
eter prescription lenses. 

In cases where the same cam- 
era is to be used by other camera- 


At left: 

Here's the new 
self-contained 8mm 
Fairchild projector 
in action as a typi- 
cal group sees 
and hears a sound 
motion picture in 
desk-top setting. 


men, a special blank slip-on ring 
is also available. The prescription 
lens holder (without lens) sells 
for $28.00, and the blank ring 
sells for $8.00. The adapters are 
available on special order through 
franchised Arriflex dealers. Wy 


* 


Pole Screen With Decorator's 
Touch for Office Presentations 


v% Combining the advantages of 
permanent wall or ceiling 
mounted screens with the port- 
ability of tripod models for office 
viewing is the novel Pole Screen 
by Da-Lite Screen Co. 

The screen case is mounted 
vertically on a_ floor-to-ceiling, 
tension-spring decorator pole, 
used widely as a lamp mounting. 


Two views of the new Da-Lite 
Pole screen, closed and open. 


When not in use, the screen is 
hidden behind a decorator panel 
equipped with planter brackets 
and flower pots, permanently 
mounted on the front of the pole. 

To use the screen, the pole is 
turned and the screen is re- 
mounted horizontally; in seconds, 
the projection screen is ready for 
business presentations, motion 
pictures and other visual aids. 

The screen itself is 40” x 40’, 
made of top quality Da-Lite 
“White Magic” glass beaded 
screen fabric. For further details, 
write New Products Desk, Busi- 
NESS SCREEN, Chicago 26. Wye 


* * * 


Ampex Designs Tape Recorder 
For Closed Circuit Applications 
® A new television tape recorder 
designed for closed circuit appli- 
cations in educational, industrial 
and governmental fields has been 
developed by the Ampex Cor- 
poration. 

Called the “VR-8000,” it in- 
corporates a single record/repro- 
duce video head-helical scan re- 
cording technique specifically de- 
signed for closed circuit usage. 
This design concept reduces the 
electronic complexity of the re- 
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PICTRONICS 


The New Magnasync 
Mark IL 


DUBBER 


Its Own Portable_. 
64" 10” Case 


ittle- giant”! That's what you'll 
eal this new precision dubber when 
check all the professional fea- 
es Magnasync has built inte such 
a small unit— 


SMPTE standard performance 
Completely transistorized 

© Exceptionally light in weight 
e Extremely easy to operate 

Low power consumption 


e Smartly housed in durable carrying 
case (standard rack mount also 
available) 


© Flutter & Wow—.25% or less, 

© Distortion—2% or less a 

Response—50 to 8000 
+2 db % 


© Signal to Noise—50 db or better 
e Film Capacity —400 ft. split 16mm 


For Complete Information and 
Specifications ...Write, Call or Visit 


Audio Visual Engineering 
& Equipment Center 
236D E. 46th St., New York 17,N.Y. 
YU 6-3713 
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corder while providing picture 
quality equal to the original. 

One of the principal benefits of 
recording with the new unit is in 
providing an economical, flexible 
and reliable device for storing 
television lessons indefinitely in 
their natural electronic TV form 
for immediate playback when 
needed. The source of material 
recorded by the VR-8000 may be 
live production, film, slide, incom- 
ing broadcast or another VR- 
8000. 

The new unit weighs about 500 
pounds and is self contained in a 
cabinet 24” deep, 56” high and 


| 42” wide, occupying seven feet of 


floor space. It operates from 117 
volts nominal AC, 60 cycle at 15 
amperes (220 volt, 50 cycle 


models are available.) 


For further information and 


| prices, write New Products Desk, 
_ Business SCREEN, Chicago 26. @ 


* * * 


_ New High-Speed Editing, Rapid 
| Inspection Table from CECO 


*& A new high-speed editing table 


_ and viewer for rapid film scanning 


has been introduced by Camera 


| Equipment Co. 


The new unit, available in both 
16mm and 35mm models, is ideal 


| for television stations and film 


libraries where rapid inspection 
of prints, insert spots, and com- 
mercials is required before release. 
Features are high-speed, scratch- 


_ free operation from 0 to 250 feet 
| per minute in both forward and 


reverse, and capability of stop- 


Ceco’s New Editing Table 


ping the film action on a single 
frame instantaneously without 
damage to the film. 

The unit has a 4” x6” screen 
and is equipped with a footage 
counter and optical sound head. 
long, 30” 
deep, 36” table height, 54” total 
height with 3,000 ft. reel. Price of 
the 16mm table is $2,500; the 
35mm table is $1,750. For further 


details and specifications, write 


New Products Desk, BUSINESS 


At Your Service: the New Products 
Desk, Business Screen, Chicago 26 


New Projector Permits Random 
Selection of Circular Magazine 


*& A new improvement in projec- 


tion by Spindler & Sauppe of Los | 


Angeles, makers of Selectroslide 
equipment, is the random access 
projector, Model SLS-750. 


The Standard Selectroslide au- | 
tomatic projector uses circular | 
magazines with up to 48 slides ar- | 


Selectroslide’s Model SLS-750 


ranged radially, which can be 


interchanged in seconds. The new | 


selection system consists of a re- 
mote push-button control 


unit | 


equipped with fifteen illuminated | 


push buttons. By pressing the ap- 
propriate button, the projector 
rotates the magazine, selects the 
desired slide, moves it into posi- 
tion and projects it. 

On the average, selection takes 
only three seconds. Five seconds 
are required for the magazine to 
make one complete rotation, and 
one second for the slides to move 
in and out of the magazine. 


For further specifications and | 


price, write New Products Desk, 
BUSINESS SCREEN, Chicago 26. 
* 


New Optical Multiplexer for 
Telecasting Films Is Unveiled 


*& A new approach to optical mul- | 


tiplexing of television film pro- 
jectors—to further improve 
broadcast studio film telecasting— 
was unveiled at the National As- 


sociation of Broadcasters annual | 


convention in Washington, D. C., 
May 7-10. 

The revolutionary optical multi- 
plexer, designed for General Elec- 
tric by Eastman Kodak Company, 
uses front-surface mirrors, a new 
method that projects the best pos- 
sible image from film and slide 
projectors into the film camera. 

While designed to work with 
all standard projectors, the new 
type PF-11-A multiplexer can be 
combined with G-E’s latest con- 
tinuous motion television projec- 
tion system for highest-quality 
film telecasting. The continuous 
motion system, which injects new 
life into old film, was first intro- 
duced to telecasters at the NAB 
show a year ago. It uses a Projec- | 
tor developed by Eastman. 

The 1961 version is designed | 
so that the center line of the pro- 
jector output is horizontal and 48 | 
(CONTINUED ON PAGE 60) | 
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inches above the floor. While fit- 
ting the projector to work with 
General Electric's new  multi- 
plexer, the changes also allow 
stations to install the continuous 
motion projector while retaining 
existing optical multiplexing 
equipment. 

The Type PF-10-B projection 
system, which can be used for 
telecasting all types of film pro- 
gramming, incorporates a diffused 
light system that practically elimi- 
nates the effects of scratches and 
dirt particles on 16mm film. The 
improved images are achieved 
through the projector’s unique op- 
tical system; tilting, rotating mir- 
rors follow the film as it passes 
easily over the projection gate, 
thus projecting an immobilized, 
stable image into the system. 

For general studio operations, 
the system contributes to long 
film life by guiding the film over 
the projection gate without clamp- 
ing, and film motion can be re- 
versed for cueing or stopped for 
“still” projection at any time with- 
out harm to the film. 

G-E broadcast equipment is 
manufactured in Syracuse, N. Y., 
by the Technical Products Opera- 
tion of the Communication Prod- 
ucts Department. tt 


* * * 


SMPTE Hears Eastman Speaker 
on Night Effects in Color Film 

Simulated nighttime effects in 
color motion pictures using day- 
time photography were described 
by George T. Keene of Eastman 
Kodak Company's color tech- 
nology division at a meeting of the 
Society of Motion Picture and 
Television Engineers in Toronto. 

Night effects photographed dur- 
ing the day are important in mo- 
tion pictures to enhance story 
lines and to add a touch of realism 
to more normal scenes, Keene 
said. Color motion picture films 
are not yet sensitive enough for 
use at night, he said. He also 
demonstrated with still pictures 
that photography at night does 
not actually simulate what the 
eye sees. 

Previous methods for obtaining 
night effects on color reversal 
films relied on under-exposure. 
But improved films have made 
this method impractical because 
underexposing them gives a bright 
blue sky and unrealistic colors in 
the photographed scene. 

Keene described experiments 
with exposure values, filters, and 
printing of reversal films to give 


the desired effect. The most suc- 
cessful method was overexposing 
the color film and then printing it 
on a film master to get the re- 
quired density. A compromise of 
between normal and three stops 
overexposure will render artificial 
lights correctly while maintaining 
the color and tone scale that most 
observers associate with night 
vision. 
ok * 


Viewlex Reports 6 Mo. Earnings 
® Viewlex, Inc., of Holbrook, 
L. I., N. Y., has reported gross 
earnings of $293,283 for the first 
half of the 1960/61 fiscal year 
which began June 1, 1960. Net 
earnings after taxes amounted to 
$146,282 and the dividend per 
share to $0.15. 

Mr. Louis A. Peirez, president 
of the company, announced that 
sales for this period amounted to 
$1,630,000, whereas for the June 
1 to November 30, 1959 period 
sales amounted to $1,600,000. & 


* * 


Free Literature on Film Cleaning 


“A Suggested Method for 
Cleaning Film Faster and More 
Effectively” is the title of a new 
piece of literature available free 
from Nicholson Products Com- 
pany, 3403 Cahuenga Blvd., Los 
Angeles, Calif. 

Included is a drawing showing 
best placement of the rewinds, 
cleaning pad, idler rollers and the 
proper motor and speed control 
to use with a power-driven clean- 
ing assembly. Information is pre- 
sented which will apply to present 
rewind equipment or help adapt 
this equipment to a simple inex- 
pensive motorized set-up. Sug- 
gestions are included as to op- 
timum foot-per-minute speeds for 
both preprint and release footage. 

The methods suggested are 
based on techniques presently 
used by major studios, labora- 
tories, TV _ stations, and other 
large handlers of film. a 


Pictronics Corp. Opens in N. Y.; 
A-V Engineering, Equip’t Center 
® A new audio-visual engineering 
and equipment center has opened 
facilities in New York City at 236 
East 46th Street. 

The Pictronics Corporation, ac- 
cording to sales manager Howard 
Ryder, is designed “to provide 
everything from solidly rooted 
engineering advice and test dem- 
onstrations, to the latest A-V and 
motion picture equipment as well 
as qualified sales counselling, and 
facilities for the design of special 
auxiliary devices used to supple- 
ment already existing equipment.” 

Pictronics maintains operating 
displays of the most up-to-date 
equipment used in audio-visual 
and motion picture production 
and presentation. All in perfect 
operating order for study and con- 
sultation, the displays include 
equipment used for closed circuit 
television, kinescope recording, 
professional sound recording, 
overhead projection, motion pic- 
tures, slides and slidefilms, lan- 
guage laboratory and photo in- 
strumentation. 

A major part of the Pictronics 
effort is aimed at serving profes- 
sional sound recording and indus- 
trial motion picture producers 
and laboratories. The organization 
maintains a fully equipped modi- 
fication center to permit single 
piece alteration of equipment to 
fit specific applications. Here, a 
technician can devise special mo- 
tion picture camera mounts, ex- 
traordinary lens mounts, or an in- 
terlocked sound and motion pic- 
ture system so that exact specifi- 
cations may be determined before 
specific designs are frozen. 

Sale and rental of standard 
equipment, and consultation and 
sales services of the new center 
are open to educators, sales man- 
agers, training directors, medical 
photographic personnel, promo- 
tional directors, sound recording 
engineers and other industrial and 
business users. a 
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Czech Describes Novel Picture Techniques 


“Magie Lantern” Uses Live Actors With Filmed Images 


NEW AVANT GARDE motion 

picture technique was intro- 
duced to persons attending the 
89th Semiannual SMPTE Conven- 
tion . . . a technique currently in 
use in Europe in which live actors 
play their roles side-by-side with 
their own or other actors’ filmed 
images. 

Frantisek Pilat, Czechoslovak 
Film Corp., Praha, Czechoslova- 
kia, described Magic Lantern 
(Lanterna Magica) to the Society 
of Motion Picture and Television 
Engineers meeting in Toronto, 
Ontario, Canada. Magic Lantern 
is the new art/entertainment form 
in which, for example, a living 
ballet dancer might dance with a 
film partner. According to Pilat, 
the actor’s action is “inseparably 
combined with the motion pic- 
ture,” giving the impression that 
both are live performers. 


Won Brussels’ Grand Prix 


First shown at the Brussels 
World Fair where it was awarded 
the Grand Prix, Magic Lantern is 
now touring several European 
countries. 

Pilat also described Polyecran, 
another technique closely akin to 
Magic Lantern. Polyecran involves 
simultaneous ex posure to the 
viewer of eight screens, each 
carrying a different image related 
to the central theme of the presen- 
tation. 

According to Pilat, “The new 
technology of wide-angle and pan- 
oramic motion pictures renders it 
impossible for the artists to use a 
quick composition of shots, large 
close-ups or rapid panning move- 
ments of the camera, i.e., to take 
advantage of the principal and 
specific means of motion picture 
art. Experience has shown, that 
the more the spectator is sur- 
rounded by the projection screen, 
the narrower is the choice of 


dramatic material which can be 


reproduced with the aid of these 

new technical devices.” 
The simultaneous 

system employs screens which, 


though variously arranged in | 
in direct connection | 


space, are 
with one another. 


Screens of Different Sizes 


The screens are of different | 
size and differently inclined to- | 
these | 
screens the image from the motion | 
picture or slide projector is | 


wards one another. On 


thrown; the picture is accom- 


panied by sound, which is repro- | 


duced over loudspeakers placed 


behind the various screens and | 


around the auditorium. The pro- 
jected picture, which completely 
fills the spectator’s field of view, 
creates interrelated impressions 
and their synthesis produces in 
the spectator’s brain a_ unified 
image. 

To suit the action shown, at 
times only one screen is used for 
a projected image, with the action 
gradually spreading later to farther 
screens. At other times identical 
pictures are shown on_ several 
screens; or an overall picture is 


on the main screen and closeups | 


are on the flanking screens. Black- 


and-white film can be combined | 


with colored film, still projection 


with motion pictures, and a variety | 
of other combinations and effects | 


can be used. 
Numerous shows produced for 


the Polyecran system have proved | 
that it is an unusually adaptable | 
means of expression for a new | 
form of motion picture art. “It | 


has also been proved,” said Pilat, 
“that the spectators, who number 
more than 2 million so far, have 
no difficulties in grasping the art- 
ist’s aims and the structure of the 


action or story, even if it proceeds 


on several screens simultaneously.” 
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THE MOTION PICTURE 
IN LEGAL EVIDENCE 
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contended that the possibilities of distortion, 
misrepresentation and prejudice are greater in 
the case of motion pictures, through control of 
camera speeds and editing, and that therefore 
more detailed authentication should be re- 
quired for the admission of motion pictures 
than for still photographs. 

Motion picture evidence may be put to a 
variety of uses in both civil and criminal cases. 
Except in litigation where the motion picture 
itself is the subject matter of the action (suits 
for infringement of copyright, libel and in- 
vasion of privacy, and prosecutions for ob- 
scenity, none of which are within the scope of 
this article), it must be remembered that the 
motion picture speaks as a witness. The pic- 
ture describes, or redescribes, more fully and 
accurately, something that a witness could 
describe, or has already described, from the 
witness stand. 

Films Can Re-Create the Actual Event 

The primary use of the motion picture is to 
describe an event as it actually occurred, or 
to show a scene as it existed at the time of the 
events in controversy. No matter how well a 
witness recalls and describes a place or action 
that he has viewed, he may overlook some of 
the details. No matter what words he uses, 
they will not conjure up in the mind of the 
listener the precise picture that the witness 
wishes to paint. It is true that the camera does 
not record on film the same picture that the 
eye transmits to the brain, but it is also true 
that less distortion is likely to inhere in a 
photographic representation of a scene than 
in a verbal one. In this respect the motion pic- 
ture has advantages over the still photograph, 
for it may travel, like the eye, over the scene. 
It is not limited to the representation of a single 
instant in time. A motion picture camera may 
pan over the scene of an accident showing the 
positions and relationships of various objects 
and the nature of the terrain; it may show the 
activities of persons, such as pickets involved 
in a labor dispute; or it may picture the plain- 
tiff participating in activities which negate his 
claims of serious personal injury. In the crimi- 
nal field, a sound motion picture of an accused 
confessing a crime not only is a record of that 
confession as reliable as a signed writing, but 
also indicates the conditions under which it 
was made and the physical and mental state of 
the maker in a way more convincing than 
would be the testimony of persons present dur- 
ing the confession. 

Time May Vary from Issue at Litigation 

Motion pictures may also be used to show a 
scene or action as it exists or occurs at a time 
different from the time at issue in the 
litigation. Thus, the appearance of an inter- 
section to an approaching vehicle; the manner 
in which machines operate and are customarily 
operated; the field of vision available to a per- 
son in a moving locomotive cab; and a volun- 
tary re-enactment of a crime by the accused 
may all be shown by motion picture evidence. 
Re-enactments, posed pictures and depictions 
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made at a different time from the time in issue, 
when used as direct proof of conditions and 
occurrences, are viewed with suspicion and 
received with caution. Not only must there be 
testimony that the film is an accurate represen- 
tation of places or events actually observed by 
a witness, but there must also be proof that 
those places and events are the same or similar 
to the places and events in issue at the trial. 
If there are any differences, they must be fully 
explained. However, such later views and re- 
constructions are valuable in giving the jury 
a clearer idea of the places and occurrences in 
question and in testing the accuracy of eye- 
witnesses to the crucial events. 
Practical Means of Showing Experiments 

On a different footing are motion pictures 
taken of experiments conducted by an expert 
and explained by him. Experiments illustrate 
and prove, to a level of scientific certainty, a 
number of valuable facts, and make intelligible 
the testimony of expert witnesses. It is 
often desirable for an expert witness to con- 
duct an experiment for the benefit of the jury. 
However, the lawyer will recognize the im- 
practicality and danger of conducting such ex- 
periments in the courtroom. It is difficult to 
move and assemble the equipment often re- 
quired, and disruptive to orderly procedure. 
Worse, mechanical or human failure, in the 
tension of a trial, held in a courtroom designed 
for other purposes, may cause an experiment 
to backfire—with disastrous results. It is more 
practical, and equally impressive, to show a 
motion picture of an experiment conducted 
elsewhere. The foundational requirements for 
motion pictures of experiments are the same 
as for films generally. The experiment must 
be relevant to the issues, helpful to the jury 
and not unduly prejudicial. The film must be 
a fair and accurate record of the experiment as 
it was actually conducted by the expert. 

It has been said that motion picture evidence 
will have its greatest effect if shown to the jury 
at the end of the trial day. Testimony, no mat- 
ter how important, given after the showing of 
a film will not receive the full attention of the 
jury. Further, the jury will look forward to the 
variation in trial routine and their close atten- 
tion will be assured. If cross-examination per- 
taining to the film is begun the next day, this 
will serve to re-enforce the impression made 
on the jury. 

The attorney should strive for a smooth 
(CONCLUDED ON THE FACING PAGE: RIGHT) 
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presentation of the motion picture. To this | 
end, the film may be first exhibited to the judge | 
| and opposing counsel to eliminate all objec- | 


tions that might interrupt the showing of the 
film to the jury. The opponent’s experts may 


_ also view the film at this time, giving them a 
| basis for commenting on it. Even though it is 
| decided, in the in-chambers showing, that the 
_ moving picture is admissible, the attorney 


_ tion before the jury in order to provide an in- | 


should still go through the steps of authentica- 


troduction to the film, to increase their atten- 


tion, and to impress them with its scientific 
_ accuracy as a reproduction of the matters 


| shown. An effective presentation will be en- | 


| hanced by close cooperation, based perhaps on 
| a rehearsal, between the witness explaining 
the film, the projectionist and the attorney 
| proposing its admission. 


Court May Allow Jury to Study Film 


When the film has been received in evidence, 
depending on local practice, the trial court may 


| allow the jury to take it with them for further 


viewing during their deliberations. Counsel 


| should see that the projector and screen also go 
| into the jury room. This may create a problem 
_ —one trial judge is known to have required 
_ the screen and projector to be qualified and 


admitted as evidence—but the court should 
recognize that the projector and screen are 


_ merely mechanicai aids for viewing the evi- 
| dence just as are a juror’s eyeglasses. A projec- 


tionist will not be allowed to accompany the 


_ jury, but counsel can set the film on the projec- 


_ tor and should be allowed to show a juror how | 


| to focus; how to run and rewind the film. 


*®& Pictured above (in front of the Alexander 


Company’s Colorado Springs studios) 
_are some of the 30 company employees who 


had a hand in the production of Oasis, a two- 
minute TV commercial produced for Chevro- 
let-Corvair through the Campbell-Ewald Com- 
pany, advertising agency. 

The film was awarded a “first” in the auto- 
motive product category at the recent Ameri- 
can TV Commercials Festival in New York 
(see page 38). It was filmed on location at 
the Great Sand Dunes National Monument in 
southern Colorado. 
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e MASSACHUSETTS ¢ 


Cinema, Inc., 234 Clarendon 
St., Boston 16. 


e NEW JERSEY ¢ 


Association Films, Inc., Broad 
at Elm, Ridgefield, N. J. 


e NEW YORK ¢ 


Association Films, Inc., 347 
Madison, New York 17. 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo 2, N. Y. 
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New York 17, New York. 
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19. 
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United World Films, Inc., 287 
Techwood Dr., NW., Atlanta. 


e LOUISIANA e 


Stanley Projection Company, 
1117 Bolton Ave., Alexan- 
dria. 

Delta Visual Service, Inc., 715 
Girod St., New Orleans 12. 
Phone: JA 5-9061. 


MARYLAND e 


Stark-Films (Since 1920), 
Howard and Centre Sts., 
Baltimore 1. LE. 9-3391. 


e TENNESSEE e 


Southern Visual Films, 686 
Shrine Bldg., Memphis. 


MIDWESTERN STATES. 


e ILLINOIS e 


Robt. H. Redfield, Inc., 1020 
So. Wabash Ave., Chicago 5. 

Association Films, Ine., 561 
Hillgrove, LaGrange, Illinois. 

Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 

The Jam Handy Organization, 
230 N. Michigan Ave., Chi- 
cago. 

Midwest Visual Equipment Co., 
3518 W. Devon Ave., or 27 N. 
Franklin St., Chicago. 

United World Films, Inc., 542 
S. Dearborn St., Chicago 5. 


MICHIGAN 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
Zone 11. 


MISSOURI 


Swank’s, Inc., 621 N. Skinker 
Blvd., St. Louis 30, Mo. 


OHIO e 


Academy Film Service, Inc., 
2100 Payne Ave., Cleveland 
14, 

Films Unlimited Productions, 
137 Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


TION DEALERS 


Fryan Film Service, 815 Su- 
perior Avenue, Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Twyman Films, Inc., 329 Salem 
Ave., Dayton. 


M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


CALIFORNIA ¢ 
LOS ANGELES AREA 


Coast Visual Education Co., 
5620 Hollywood Blvd., Holly- 
wood 28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, 
Hollywood 28. 

Photo & Sound Company, 5515 
Sunset Blvd., Hollywood 28. 

Ralke Company, Inc. 
Audio-Visual Center 
849 N. Highland Ave. HO 4- 
1148, Los Angeles 38, Calif. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Bever- 
ly Blvd., Los Angeles 57. 

United World Films, Inc., 6610 
Melrose Ave., Los Angeles 36 


SAN FRANCISCO AREA 
Association Films, Inc., 799 
Stevenson St., San Francisco. 
Photo & Sound Company, 116 
Natoma St., San Francisco 5. 


Westcoast Films, 255 Minna, 
San Francisco 3. 


e COLORADO e 
Cromars’ (formerly Audio- 
Visual Center) 28 E. 9th 
Ave. Denver 3. 
Davis Audio-Visual, Inc. 
2149 S. Grape St., Denver 22. 


OREGON 


Moore’s Motion Picture Serv- 
ice, 1201 S. W. Morrison, 
Portland 5, Oregon. 


United World Films, Inc. 5023 
NE Sandy Blvd., Portland 13 


e TEXAS e 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


United World Films, Inc., 
2227 Bryan St., Dallas 1 


e UTAH e 


Deseret Book Company, Box 
958, Salt Lake City 10. 


| Robert Flaherty Film Seminar 


| Set in Puerto Rico, June ‘61 


& Meeting for the first time out- 
side the continental United States, 
the 7th annual Robert Flaherty 


Film Seminar will be held in 
Puerto Rico, June 23-July 1. 
| Director of the 1961 Seminar is 


Miss Dorothy Oshlag, of the Cen- 
ter for Mass Communication at 
Columbia University. The Semi- 


nar is being hosted by the Film 


Unit of the Division of Com- 
munity Education of Puerto Rico. 
The program will feature demon- 
stration of the use of the Divi- 
sion’s award-winning films. For 
information, write International 
Film Seminars, Inc., 1125 Am- 


| sterdam Avenue, New York 25, 


N. Y. 

Screen Directors Hold First 

Int‘l Convention at Cannes 

* Seventy-eight members of the 
Screen Directors International 
Guild flew to Cannes, April 28, 
by chartered plane to stage the 
first International Convention of 
their organization during the Film 
Festival. The group later held 
sessions in Paris with fellow 
craftsmen of the French film in- 
dustry and returned to New York, 
May 22. 


* * 


| First International Festival 


BUSINESS SCREEN MAGAZINE 


for Sound Slides in France 

* A “Festival International de 
l'Image” has been organized by 
the “Photo-Club” at Epinal (Vos- 
ges, France) to be held June 23, 
24, 25, 1961. The medium in 
competition will be slide presen- 
tations with sound. 

Prizes will be awarded in the 
competition; entry deadline was 
set for June 1. For further infor- 
mation, write: Secretariat, Cercle 
Noir et Couleur, Syndicat d’Ini- 
tiative, Epinal (Vosges), France. 


FILMS IN AUSTRALIA 


American Producer-Director con- 
versant with latest film and video 
tape techniques moving to Syd- 
ney, Australia in early 1961. Over 
20 years film experience in the 
American market, specializing in 
Industrial, Educational and films 
for television. Will be available 
for the making of motion pictures 
or video tape recordings or any 
phase of their production. Inquir- 


ies invited. Write to: 


Box BS-60-8B 
BUSINESS SCREEN 


7064 Sheridan Rd. © Chicago 26, Illinois 
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LBERT L. Borkow, JR., foun- 

der and general manager of 
Philadelphia’s Magnetic Recorder 
& Reproducer Corp., believes that 
the sound is as important as the 
pictures in a sound slidefilm. 

To prove his thesis he brings 
to bear an imposing array of sup- 
porting arguments, not the least 
of which is a substantial record of 
accomplishment and recognition 
in the production of sound slide- 
films, or “sound /filmstrips,” as he 
and some other producers identi- 
fy them. 


“Teach Best Through the Ear” 


“You teach best through the 
ear and not through the eye,” 
Borkow holds, “and an effective 
sound /filmstrip proves the point 
dramatically. Our experience in 
the field demonstrates that the 
‘word’ is as important as the ‘pic- 
ture. 

Borkow’s dedication to the im- 
portance of the sound track is a 
natural outgrowth of an extensive 
background in sound reproduc- 
tion. “From the beginning of our 
business,” he says, “it was ap- 
parent to us that a good, punchy 
sound track was the key to the 
effectiveness of a  multi-actor 
sound /filmstrip. 

“The effort spent in creating 
and producing the visual part of 
the filmstrip may be wasted if the 
sound track recording becomes a 
rushed, last-minute affair. And 
the deadlines we’re up against in 
this business often put producers 
in this position. 

“Time is of the essence, 
granted,” Borkow states, “but the 
producer who ‘short changes’ his 
audio work invariably sacrifices 
quality, believability and dramatic 
impact. There are no short cuts.” 


A Pioneer in Tape Technique 

Borkow’s theories spring from 
a solid background of experience 
in both the audio and visual fields. 

In 1947 Magnetic Recorder & 
Reproducer Corp. was a young 
but aggressive factor in the field 
of developing professional tape 
recording equipment and _tech- 
niques. Borkow was a pioneer in 
developing the high-fidelity, low- 
velocity tape recording system and 
received signal recognition for his 
progress in this area from the 
Columbia Broadcasting System, 
for which, in 1948, he recorded 
two special sessions of the world- 
renowned Philadelphia Orches- 
tra. These tape recordings were 
judged superior to the best com- 
mercial disc recordings being 
made at the time. 

Other Borkow “firsts” included 
producing and recording the first 


NUMBER 3 


From Leng Experience, Philadelphia’s Albert Borkow 
Believes That the Word Is as Important as Pictures 


stereophonic radio broadcasts in 
Philadelphia, as well as supplying 
material for the first tape recorded 
musical programs in the city. 
Since 1951, Magnetic Record- 
er & Reproducer Corp. has pro- 
duced all of the sound tracks, re- 
cordings and sound /filmstrips for 
Westminster Press, official pub- 
lication arm of the United Pres- 
byterian Church of America. All 
of these were major productions 
which have been seen or heard by 
millions of people in small, large 
and diversified audiences over the 
country, and some have been in 
continued use for ten years. 


Programs for Human Relations 


Other Borkow productions in- 
clude sound/filmstrips dealing 
with human relations problems. 
These presentations have received 
critical acclaim from special au- 
diences in many major cities. 

Recently his organization pro- 
duced a sound/filmstrip for the 
Helene Fuld Hospital in Trenton, 
N. J., dramatizing that institu- 
tion’s student nurse curriculum 
and health programs. Underwrit- 
ten by the Helene Fuld Founda- 
tion of New York, the production 
has been hailed by hospital au- 
thorities, vocational guidance per- 
sonnel and recruitment people 
alike. 

Magnetic Recorder & Repro- 
ducer sound tracks incorporate 
many of the basic recording tech- 
niques developed and popularized 
by the company during and since 
pioneering days in the radio field. 

Borkow serves as executive 
producer for every sound/film- 
strip his organization produces. 
Under him, an audio director is 
directly responsible for the sound 
track. Following the cutting of 
the track it is “rough edited.” 
Then follows a two-to-three-week 
period of editing, cutting and syn- 
chronization with the picture 
track. 


Editing for Added Impact ... 


“This is the heart of our tech- 
nique,” Borkow explains. “Skill- 
ful sound track editing fashions 
the ultimate product we want. 
Where we need added impact, we 
get it. We may pick up or ac- 
celerate lines, build up the in- 
tensity for situations not antici- 
pated in recording sessions, which 
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might otherwise be too costly and | 


time-consuming to re-record.” 


VIEWPOINT & 


Let’s Have Better SOUND in Our Slidefilms | | 


Along with his numerous re- | 


finements in the sound end of 
filmstrip production, Borkow has 
pioneered in significant advance- 
ments on the visual side. Mag- 
netic was one of the first pro- 
ducers to adopt the rapid frame 
change technique. In sequence 
shots, frames are sometimes 
changed as often as every half 
second. 


“With 200 to 250 frames in | 


each of our sound-filmstrips,” 
Borkow points out, “we are far 
above average. But our large cast 
sound recording and _picture- 
sound track integration tech- 
niques enable us to use a larger 
number of frames with consider- 
able impact. We produce a fast- 
moving vehicle which immediate- 
ly secures audience interest and 
holds it to the very end.” 

Borkow’s confidence in_ his 
techniques is matched by his 
faith in the medium in which he 
employs them. Thus, he takes 
sharp issue with producers who 
sell the sound /filmstrip as a “poor 
man’s substitute” for the motion 
picture. 

Sell on Merit, Not Economy 

“The sound /filmstrip should be 
sold on the basis of merit, not 
economy,” he says. “While it may 
cost less than the motion picture, 
this is not a primary considera- 
tion. As a medium, it is, in many 
applications, superior to the mo- 
tion picture. It is often more 
adaptable to the subject, and it 
avoids many of the limitations of 
the motion picture.” 

Borkow believes that his chosen 
medium and his specific tech- 
niques hold great promise for 
many commercial applications, 
such as sales promotional and 
training efforts and special indus- 
try projects. 


And he thinks it only a matter | 


of time before many commercial 
users discover the merits of his 
theories on sound tracks, rapid 
frame change and co-ordination 


between sound and picture tracks. | 


* * tk 


Bound Volume of 1960 Issues 
*% Bound volumes of the preced- 
ing 1960 issues of BUSINESS 


SCREEN are now available at only 
$7.50 each. 
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For 16mm. Film — 400° to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only 
original 
Fiberbilt 

Cases 


HAWAIl SAMOA 
TAHITI... 


Stock Shots 


16mm & 35mm Photographic 
Service 


Native Music & Effects 


Synchronous Magnetic 
Recording 


Write: 


CINE’-PIC HAWAII 


Attn: George Tahara 
1847 Fort St., Honolulu 13, Hawaii 


Wire: CINEPIC * Phone 502677 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color prirting 
and lacquer coating. 


ESCAR 


Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 


1ith Annual Review Copies 


¢ While limited supply lasts, 
extra copies of the 11th Pro- 
duction Review issue are avail- 
able at $2 from BUSINESS 
Screen, Chicago 26. 
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THE EIGHTH 


ANNUAL NATIONAL VISUAL 


PRESENTATION AWARDS 
AWARDS TO MOTION PICTURES USED IN SALES PROMOTION 


Award Title Producer Sponsor 
ist Place: “You Gotta Let ’em Know” Portafilms AP Parts Company 
2nd Place: “Living Leather” Hicks & Greist Endicott Johnson Company 
Merit Award: “Design on Market Space” Container Corporation Container Corporation 
Merit Award: Untitled Film Chartmakers, Inc. General Outdoor Advertising 
Merit Award: “Curtain Time” John Sutherland Productions United States Steel 
AWARDS TO SOUND SLIDEFILMS USED IN SALES PROMOTION 
ist Place: “Highways—Make America Great” Animatic Productions Reynolds Metals 
2nd Place: “VO for VIP” Graphic Varieties, Inc. Seagram’s Distillers 
Merit Award: “EDP” Daneck Productions Intl. Business Machines 
Merit Award: “Demonstration Film” Sanderson Films, Inc. Sanderson Films 
Merit Award: “N. Y. Philharmonic” CBS Radio Network CBS Radio Network 
Merit Award: “Pages That Sell” Visualscope Incorporated McCall’s Magazine 
Merit Award: “Hand of Quality” On Film, Ine. James Lees & Sons 
Merit Award: “Number 1 in 26 Ways” Sudler & Hennessey, Inc. McCall’s Magazine 
AWARDS TO MOTION PICTURES USED IN SALES TRAINING 
lst Place: “Contact” Peckham Productions American Airlines 
2nd Place: “Strangers in Paradise” Henry Strauss & Company Pan American Airlines 
Merit Award: “Specialists in Service” Pelican Films, Inc. Caltex 
AWARDS TO SOUND SLIDEFILMS USED IN SALES TRAINING 
Ist Place: “Words That Sell” Graphic Varieties, Inc. Pepsi-Cola Company 
2nd Place: “GE Room Air Conditioners” Vogue Film Productions General Electric Co. 
Merit Award: “Lady Wants a Drapery” Muller, Jordan & Herrick Owens-Corning Fiberglas 
Merit Award: Untitled Film Sudler & Hennessey, Inc. 


McCall’s Magazine 


AWARD TO A MOTION PICTURE REFLECTING THE CORPORATE IMAGE 
Ist Place: “Someone’s in the Kitchen” On Film, Inc. General Foods Corp. 


AWARD TO A SOUND SLIDEFILM REFLECTING THE CORPORATE IMAGE 


Merit Award: Untitled Production Graphic Varieties, Inc. Pepsi-Cola Company 
AWARDS TO MOTION PICTURES ON A PUBLIC SERVICE THEME 

ist Place: “Frontiers” Dick Durrance Films First Security Corporation 

2nd Place: “Into the Known” Richard Lyford Amer. Textbook Publishers 


Merit Award: “Mural, Midwest Metropolis” Fred Niles Productions Sperry & Hutchinson Co. 


AWARD TO A SOUND SLIDEFILM ON A PUBLIC SERVICE THEME 


Ist Place: “Spendwell’s Conversion” Visualscope Incorporated Girl Scouts of the USA 


AWARDS TO “SPONSORED EDUCATIONAL” MOTION PICTURES 


ist Place: “The Owl and Fred Jones” Equitable Life Assur. Society Equitable Life Assur. Soc. 
2nd Place: “Solids in the World Around Us” Cenco Educational Films Cenco Educational Films 
Merit Award: “Case of the Bewildered Bride” Parthenon Pictures The Carnation Company 


AWARDS TO “SPONSORED EDUCATIONAL” SOUND SLIDEFILMS 


Ist Place: “Take a Look at Color” Muller, Jordan & Herrick McCall’s & J. C. Penney 
2nd Place: “Meteorology A” Sanderson Films, Inc. Sanderson Films, Inc. 


AWARDS TO SOUND SLIDEFILMS DEALING WITH GROUP RELATIONS 


Ist Place: “Three Orient Kings” Etc. Montgomery Ward & Co. 


Regan Film Productions 
2nd Place: “Checking on Our Future” Manhattan Bank 


H. D. Rose & Company 


AWARDS TO MOTION PICTURES FOR INDUSTRIAL RELATONS 


ist Place: “Cause Undetermined” Bay State Film Productions 


Elec. Council of New. Eng. 
2nd Place: “Locked On” Parthenon Pictures 


Convair Astronautics 


AWARDS TO SOUND SLIDEFILMS FOR INDUSTRIAL RELATIONS 


ist Place: “Radio Navigation” 


Sanderson Films, Inc. 
2nd Place: “Welcome” 


Sanderson Films, Inc. 
Lane-Cole-Dietz Corp. 


Intl. Business Machines 


AWARDS TO MOTION PICTURES FOR RESEARCH & DEVELOPMENT 


ist Place: “Quartz Crystal Growing” Western Electric Company 


Western Electric Company 
2nd Place: “The Big Bounce” Jerry Fairbanks Productions 


The Bell System 


AWARD TO A SOUND SLIDEFILM FOR RESEARCH & DEVELOPMENT 


ist Place: “Homesight” Sage, Bukar & Larisch, Inc. Living for Young Homemakers 


SPECIAL RECOGNITION AWARD TO A MOTION PICTURE 


Special: “Jubilee Jamboree” Boy Scouts of America Boy Scouts of America 


AWARDS TO MOTION PICTURES FOR POINT-OF-PURCHASE USE 


lst Place: “Love Lingerie? Love Vycron!” Owen Murphy Productions Vycron 
Merit Award: “Investment in Tomorrow” Boy Scouts of America Boy Scouts of America 


NVPA’s “Day of Visuals” 
and Eighth Annual Awards. . . 
*® The National Visual Presenta- 
tion Association, composed of 
both suppliers and users of audio 
and visual media joined with the 
Sales Executives Club of New 
York on May 23rd and 24th to 
Offer its 8th Annual “Day of 
Visuals” and to present a sizable 
list of awards to motion pictures, 
slidefilms and graphics which a 
jury of its members and outside 
critics considered “the best of 
1960.” 

Porter Henry, Jr., president of 
Porter Henry & Co., addressed a 
joint luncheon on May 23 on 
“The Sales Executive and Visual 
Aids.” An afternoon workshop on 
that day was led by Rodd Exel- 
bert of INDUSTRIAL PHOTOGRAPHY 
and included panelists Oecveste 
Granducci of Scripts by Oeceveste 
Granducci, Inc.; Harry W. Prich- 
ett, v.p. of the A-V Division of 
Sudler & Hennessey, Inc.; and 
Stanton Rice, holder of a Ford 
Foundation fellowship. 

A final Tuesday workshop in- 
vestigated “Putting Human In- 
terest Into Charts” under the 
direction of Robert S. Bartlett of 
Chartmakers, Inc. Walter Joyce, 
Senior Editor of PRINTERS’ INK 
spoke at the awards banquet on 
“Agency Services in the 60's.” 

Adrian Ter Louw, Educational 
Consultant, Eastman Kodak Co., 
addressed the May 23rd luncheon 
on “The Human Engineering Ap- 
proach in Audio-Visual Rooms.” 

A final workshop program pre- 
sented Fred Beach, manager of 
Univac Audio-Visual Services, 
Sperry Rand Corp.; John Duncan, 
manager, Program Unit, General 
Electric Co.; and William Herrick, 
of Muller, Jordan & Herrick, in a 
discussion of “Pricing & Budget- 
ing Audio-Visual Materials.” Mr. 
Herrick served as moderator. 

Names of “judges” who se- 
lected the “Best Visuals” included 
both producers and sponsors 
whose subjects received awards. 

_ But few take such events seri- 
ously except less fortunate con- 
testants and those who paid $60 
to attend a program largely de- 
voted to selling the services of 
member participants. 

All awards except those for 
Graphics are presented in the ad- 
joining column. They weren't easy 
to get, but, with some allowance 

| for committee errors, here they 


| are. 
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the east 


MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST 
NEW YORK 19, N.Y. JUDSON 6-0360 


¥e developing color negatives ¢ additive color printing ¢ reduction printing including A&B ecolor 
slide film processing ¢ blowups e internegatives « Kodachrome scene-to-scene color balanced 
printing « Ektachrome developing and printing ¢ registration printing ¢ plus complete black and 
white facilities including cutting rooms, storage rooms and the finest screening facilities in the east. 


Brunswick Corporation stockholders have seen 
on the stage and motion picture screen how the 
Brunswick management is building new business 


... and now “The Golden Years” keeps 


on rolling as the production continues to help 


Brunswick salesmen sell the year round. 


For motion picture and live show entertainment 
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that sells and stimulates action, call on 


JAM HANDY 


Dramatizations Visualizations Presentations Motion Pictures Slidefilms Training Assistance 


NEW YORK HOLLYWOOD e DETROIT PITTSBURGH e CHICAGO 


JUdson 2-4060 HOllywood 3-2321 TRinity 5-2450 ZEnith 0143 STate 2-6757 
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